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BRODIE Adds Another an eae ee 
FIRST in Jet Fueling 


United Air Lines’ New DC-8, 
First Jet Mainliner Services 
Fueled and Refueled by 
Brodie BiRotor Meters..... 


preparation for fueling the DC-8 
with Chevron jet fuel. With a 
capacity to 750 gpm, this Brodie 
BiRotor can handle the fastest 
fueling rates used or planned. 


EVERYWHERE ° Brodie is linked with Progress. Here’s another COAST-TO-COAST example. 


Added to Brodie BiRotor Meter’s impressive list of 
Firsts in Jet Fueling is the latest in jet services— United 
Air Lines’ non-stop DC-8 flights, East and West. Load- 
ing jet fuel at speeds to 750 gpm, the Brodie BiRotors 
save precious time and servicing costs—all with depen- 
dable accuracy. 

Because they are designed to operate up to full-rated 
capacity, you never have to “baby” a Brodie BiRotor. 
No matter what the metering job, Brodie has the exact 
model to meet your needs. For efficient petroleum trans- 
fer, transport or delivery —consider Brodie first — consult 
your nearest Brodie sales engineer, he’s a metering 
specialist! 

918 


REPRESENTATIVES WITH STOCKS AND SERVICE 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 

CABLE ADDRESS: ‘“‘BRODICO” 

MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave, N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 
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WORKING 


FOR YOU 


It’s Ethyl’s 3rd Consecutive Magic Circle Year 


Magic Circle advertising and publicity — 
Ethyl’s continuing market-expansion effort— 
will work for you all through 1960 as it did in 
1959, to promote the fun of pleasure driving 
for the whole family. 

Exciting new-look Magic Circle ads in LIFE, 
LOOK, SATURDAY EVENING POST, SUNSET, OUT- 
DOOR LIFE and SPORTS AFIELD, plus local Sun- 


day newspaper supplements, will tempt mil- 
lions of motorists to go places by car. 

Millions more will get the same urge to travel 
from reading the Magic Circle Travel Clinic, 
which is now a regular public service feature 
in more than 150 major newspapers. 

The aim of the program is still the same—to 
help you sell more service station products. 


ETHYL CORPORATION, new vor« 17, N.Y. * TULSA * CHICAGO * LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO * ETHYL USA (EXPORT) NEW YORK 17, N.Y. 
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NEW MAGNETIC CAP fit opw no. 1 Fi-o-marics 


That’s right! You don’t have to stand by 
idly holding this Nozzle. Just stick it in 
the fill pipe, squeeze the valve lever open 
and engage the hold-open latch. While 
it fills the tank you service the car, sell 
extras. When the tank is filled the Fil- 
O-Matic shuts off automatically. Saves 
time, labor, money. No overflows, no gas 
stains on car body to clean off, no angry 


customers. 


ra Opw's NO.1 


Cet 
Fi Ye 
« 


Vy Ul may Nehne)\,)- Wale: 
Stop working for your pump nozzle. Get the by | UT- '@) al | @ 44 = 


Nozzle that works for you—OPW’S No. 1 Fil- 
O-Matic, the Fully Automatic Shut-Off Nozzle. permits you ite) give two-man 


Write on your letterhead for more information. ‘ ‘ 
Y-V acer - ma Aliamelal-maar-lal 
Use fill-up time for customer attention time | 


Now comes equipped with 


MAGNETIC CAP 
For Holding Gas Tank Fill Caps 


¥ 


Gas tank cap stays right where you put 
it... right where it belongs . . on the 
nozzle . . . at the fill pipe . . . held 


securely in plain view while tank is filling. 
CORPORATION D ¢ WHAT A RELIEF! NO MORE GRIEF! 


VALVES © FITTINGS @ ASSEMBLIES 7 No more angry customers because of lost 
for handling hazardous liquids 2 gas tank caps! 


2735 COLERAIN AVE. e CINCINNATI 25, OHIO e PHONE: Kirby 1-5400 Write For FREE Bulletin F-45 
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What happened at NOJC and API meetings 

How the new heating-oil promotion plan will work 
Indiana professor analyses industry ills yy 
How electric heat’s home-heating market will grow 
What new plastic-bearing developments mean 
Forecast: How business will be in the next decade 
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Labor outlook: Beset by problems 

Congress: Party politics will rule ... 
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Can you afford higher loading rates? 
How a jobber improved his bottom loading setup 
Here’s a look at Gulf’s new accounting plan 


Bulk Plants and Terminals 
Why a small jobber switched to power loading 


Special Report (Part Ill) 
How to meet the new competition of the Sixties 


Merchandising 


How Lion’s ‘restroom task force’ is paying off 
New ad series: ‘For country, industry, company’ 


Equipment 
Modern lighting: It’s not as costly as it looks 
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Top of the Month... 


YOU'RE REALLY ON TOP of the 
business outlook this month. NPN’s 
annual report on business in the com- 
ing year has been moved up from 
January to December—putting you 
that much ahead. Once again the re- 
port has been expanded. One big new 
addition is the outlook in Congress— 
a vital business concern in the up- 
coming election year. The package 
starts on page 80, but read page 79 
first. It will give you a nutshell glimpse 
of what business will be like over the 
entire decade. 


FIGHTING BACK. If you've been 
reading NPN’s exclusive series on new 
competition (and if you haven't, bet- 
ter dig out your October issue and 
start), you know what the food and 
discount chains are doing in oil mar- 
keting. The threat isn’t likely to be 
fatal, but it could be serious. The 
question is how best to combat it— 
and that’s what the third and final re- 
port is all about, starting on page 109. 
Based on the thinking of top experts 
in and outside of the industry, the re- 
port evaluates the strong and weak 
points of the new competition, and 
tells how oil men can adjust to meet 
and beat it. 


THAT REST ROOM PROBLEM is a 
pesky one no matter where you mar- 
ket. Clean restrooms are like money 
in your pocket. Dirty ones—well, like 
a hole in your pocket. On page 127 
you'll read how Lion Oil’s going all 
out to solve the problem at its stations. 


NEXT MONTH: NPN reports on dual 
branding by both jobbers and sup- 
pliers . . . Breaks its semiannual 
motor oil ratio survey . . . And ana- 
lyzes some recent management reor- 
ganizations. 





NATIONAL PETROLEUM NEWS is published monthly, with an additional issue in Mid-May, by McGraw-Hill Publishing Company, Inc., James H. McGraw 
(1860-1948), founder. Publication office: Third and Hunting Park Ave., Philadelphia 40, Pa. See panel below for directions on subscriptions or change of address. 


EXECUTIVE, EDITORIAL, CIRCULATION AND ADVERTISING OFFICES: 330 W. 42nd St., New York 36, N. 


Y. Donald C. McGraw, President; Joseph A. Gerardi, Executive 


Vice President; L. Keith Goodrich, Vice President and Treasurer; John J. Cooke, Secretary. Officers of the Publications Division: Nelson L. Bond, President; Harry 
L. Waddell, Senior Vice President; John R. Callaham, Vice President and Editorial Director; Joseph H. Allen, Vice President and Director of Advertising Sales; 


A. R. Venezian, Vice President and Circulation Coordinator. 


Subscriptions are solicited only from executive, management and supervisory personnel at the supplier and wholesale level of oil marketing, engaged in the dis- 
tribution, merchandising, transportation and storage of petroleum and TBA products. Position, company and segment of the industry must be indicated on sub- 


scription orders. Send to address in the box below. 


U.S. subscription rate for individuals in the field of publication $5 a year, single copies $1 (except the Mid-May Factbook, $2); Canada $6 a year. All other 
countries $15 a year. Second-class postage paid at Philadelphia, Pa. Printed in U.S.A. Title registered in U.S. Patent Office. © Copyrighted 1959 McGraw-Hill 


Publishing Company, Inc. All rights reserved. 








SUBSCRIPTIONS: Send subscription correspondence and change of address to Fulfillment Manager, NATIONAL PETROLEUM News, 330 W. 42nd St., New York 
36, N.Y. Subscribers should notify Fulfillment Manager promptly of any change of address, giving old as well as new address, and including postal zone 
number, if any. If possible, enclose an address label from a recent issue of the magazine. Please allow one month for change to become effective. 











Postmaster: Send form 3579 to NATIONAL PETROLEUM News, 330 W. 42nd St., New York 36, N. ¥. 


December, 1959 * NATIONAL PETROLEUM NEWS 








TIVES (SUMMARY BUDGET oF CAPITAL EXPENDITURES FOR THE YEAR 


EXPENSE BUDGET 





FORECASTING NEXT YEAR'S CASH POSITION? 


Z 








} 





An accurate cash forecast is invaluable to your busi- 
TAKE VOUR ness. It serves as a guide to expansion . . . and a 
warning of operating weaknesses. At your request, a 
PROBLEMS 7O THE EXPERTS trained specialist will be glad to help analyze your 
*** accounting operation and make definite recommenda- 
tions. Additional experts are available to assist you 
Your with other tough problems too. For instance, help 
, you reduce loading time. . . help select the best man- 
Tr * » * * power available . . . help institute management pro- 
Mobil Specialists cedures that make running a business easier—and 
: , ” mote profitable. 
That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 


Talk to your Mobil salesman today. He’s your direct 
line to the specialists. 


‘OU'RE MILES AHEAD WITH MOBIL! 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc. 


(To obtain more data on advertised products see page 142) NATIONAL PETROLEUM NEWS ° December, 1959 





- William A. ta Jr. 
Mildred Schutte 
Carolyn K. De Witt | 


EDITORIAL and BUSINESS OFFICES: 330 = ae St., New 
York 36, N. Y. Telephone: LOngacre 4- 


BUREAUS 


ATLANTA: B. E. Barnes, Chief; Frances Ridgway. 1301 

Rhodes-Haverty Blidg., JAckson 3-6951. CHICAGO: Lewis 

Brigham, Chief. 520 N. Michigan Ave., MOhawk 4-5800, 

CLEVELAND: Arthur Zimmerman, Chief; Violet Forsha. 1164 

~ Tiluminating Bidg., SUperior 1-7000. DALLAS: Marvin Reid, 
Lorraine Smith. 


Penobscot 

Kemp Anderson, Ir., Ber Michael Murphy, Jack Meyer, 
Marvin Petal. 1125 6th Ave., HUntley 2-5450. SAN 
og ggg Jenness bg es Chief; Donald Winston, 68 
Post St., DOuglas 2-4600. SEATTLE: Ray Bloomberg, Chief. 
P. O. Box 1507, Wallingford Station, LAkeview 2-4780. 
none: George B. Bryant, Jr., Chief; Glen Bayless, 

Loomis, Natl. Press Bldg. REpublic 7-6630 
SPECIAL ‘CORRESPONDENTS: Frank Pitman, Denver; C. E. 
Wright, Jacksonville. FOREIGN BUREAUS: Bonn, Caracas, 
London, Mexico City, Paris, Tokyo. DIRECTOR OF NEWS 
BUREAUS: John Wilhelm. MANAGING EDITOR: Margaret 


BUSINESS STAFF 
Advertising Sales Manager 


Advertising Makeup 
a : 


ATLANTA: M. H. Miller; CLEVELAND, DETROIT, PITTS- 
BURGH: Walter G. Berger; CHICAGO: Ray Kelly; DALLAS, 
HOUSTON::. Robert T. Wood; DENVER: J. W. Patten; LOS 
ANGELES: Peter S. Carberry; NEW YORK, BOSTON: Dawson 
A. ag PHILADELPHIA: "Charles h Jefferis; SAN FRAN- 
cisco: . Woolston. 


Assistant to Publisher 


DECEMBER 1959 
Volume 51, No. 12 
Established in 1909 


Other McGraw-Hill Petroleum Publications 
Pratr’s Or_graM News SgRvice 
Pratr’s OrGRaM Price Service 


December, 1959 + NATIONAL PETROLEUM NEWS 


Behind Our Headlines 





Top of the Year 

Ww THE PASSING of 1959, two significant mile- 
stones have been stored away in history: the oil 

industry’s centennial and NPN’s semicentennial. 

NPN celebrated the year with two special issues, 
which have since become collector’s items. In Febru- 
ary we brought out a Golden Anniversary NPN, and 
in August we paid tribute to the industry’s 100th 
anniversary. Extra copies of both were printed, but 
the supply has been exhausted. 

In many respects, this has been NPN’s best year 
editorially. Besides those two anniversary issues and 
the fifth annual Factbook, NPN presented a number 
of special reports. The most important is the three-part 
feature on new competitive forces in oil marketing. 

The third article in that series appears in this issue 
of NPN and evaluates the effects of new competition 
in the coming decade. (It starts on page 109.) The 
first article dealt with the entry of food chains into 
gasoline marketing; the second reported on the ad- 
vances of the booming discount houses in this field. 

Other big reports this year included: the skid-tank 
station trend (June and July), another phenomenon 
of private-brand marketing; jet refueling (April); re- 
fining for marketers (March), an explanation of how 
refining developments are affecting the marketing seg- 
ment. 


More Now Available 

name OF THE POPULARITY of two features in the 
two anniversary issues, we had reprints made to 

fill requests. So, while there are no anniversary issues 

left, we have a fresh supply of these features: 

e History of Oil Marketing (the first 50 years, 
1909-1959)—This is useful for employe-orientation 
and refresher programs. 

@ Oil’s Role in Modern History—This handsomely 
illustrated chart puts the events of the first 100 years 
in perspective. Suitable for framing, this chart has 
been hung in offices and dens by marketers. 

Both are available through NPN’s Reader Service 
Department. 


The Poem 
IKE AN EXTRA PLUM in the pudding, NPN’s annual 
Christmas poem is a delicious tidbit that adds to 
the holiday spirit. 
This year’s poem is on page 9. For the fourth 
year now, the author is John Bethell, NPN managing 
editor. 


From All of Us 
O ALL OUR READERS, from the rural salesman in 
Portal, N. D., to the big jobber in Tampa, from 
the consignee in Coachella, Calif., to top brass in 
New York, a Merry Christmas from NPN staffers. 


t 
Fhccneiliilian Editor 
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NEPTUNE METER COMPANY 


The only important 
concept in metering 


In the few minutes it takes to load just 
one big transport, a bulk meter measures 
product worth as much as the meter itself! 
That same meter may handle a million 
dollars of your money this year. Think 
how much a slight unsuspected error 
could cost you! 

The same’s true for tank truck meters, 
too. A small error on one truck alone could 
easily give away $2,000 in one year. 

Accuracy is the only important factor 
when buying a meter. All other factors 
such as lower loss of head, or lower price 
take a back seat. 

Make sure you get true three- 
dimensional accuracy. The first dimension 

.. accuracy at one rate of flow at any one 
time...is easy. Most meters have it. But 
be sure your meters have the second 
dimension ...accuracy over a wide range 


for a better 


of flows. Most important, buy meters with 
the third dimension: accuracy that’s sus- 
tained over many years...accuracy that 
doesn’t shift or drift every time you turn 
your back. 

Neptune’s fine reputation and leader- 
ship is based on true three-dimensional 
accuracy. Some of the reasons you can see 
with your eyes. (A Neptune representa- 
tive will be glad to show you.) For posi- 
tive personal proof, make your own tests 
...keep comparative records. And ask 
your neighbors. 

Ask too about Neptune’s cost-saving 
and time-saving Unit Replacement Plan, 
designed to keep busy meters always at 
peak accuracy without tying up racks 
and trucks...another reason why more 
Neptune petroleum meters are in use than 
any other make. 


measure of profit 


I9 West 50th Street, New York 20, N.Y. 








your customers will: -- 


Sp COME AND GET 


REPLACEMENT FOR — 


CHRYSLER 
FAMILY CARS 
Chrysler + DeSoto + Dodge 
imperial Plymouth 
@ 


FORD 
FAMILY CARS 


Comet «+ Continental + Edsel 
Falcon + Ford «= Lincoln 
Mercury Thunderbird 

e 


AMERICAN 


MOTORS 
Ambassador Rambler V-8 








FILTERS 
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HI-FLO " WIXITE 


PREMIUM, DEPTH-TYPE 
FULL FLOW OIL FILTER 


xy 
° 
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FORDS and 
CHRYSLERS 


Better be ready with this great, new Oil Filter de- 
velopment... many of your customers will be look- 
ing to you for it, to replace the millions of full flow 
SPIN-ON Filters on Ford family cars (1957 on) plus 
American Motors and Chrysler family vehicles 
(1958 on). 


It's the sensationally new WIX Replacement Oil 
Filter that delivers 20% greater efficiency . . . now 
in high performance, depth-type construction for all 
the most modern full flow filtration systems! AND, 
it’s a famous SPIN-ON, disposable type Oil Filter 
pioneered by WIX — contract supplier of original 
filter equipment to the Ford Motor Company. 


Ask us about this great new Filter and the WIX-O- 
MATIC program for Dealers that will really put 
you into the filter business—profitably. WIX means 


business—for you! 


WIX CORPORATION ~ GASTONIA, N.C. 


In Canada: Wix Corporation Ltd., Toronto 
In New Zealand: Wix Corporation New Zealand Ltd., Auckland 
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AND A MERRY CHRISTMAS TO YOU, TOO 


God rest ye merry, marketing men— 
And Christmas greetings from NPN! 
A salutation to each, we give, 

From A. A. Adams to Barney Ziv! 


Greetings, Jack Rathbone, and congrats; 
The API and Jersey hats 

On you look good. Hi, E. K. Bennett; 
You're tops in the NOJC senate! 

Also tops in our Christmas book 

Are K. C. Jeffries, Henry Cook, 

Bill Bush, Joe Butler, Dave DeTar, 

Lon Kump, Bill Hall, Paul Banks, Bill Barr, 
Hardin Kimrey, Jim McNallen, 

Connie Connable, Leonard Allen, 
Clarence Boone, Bob Niles, Frank Watts, 
C. P. Holland, Harold Potts, 

E. L. Stauffacher, Jack Picou, 

Wally Nickell, Lorenzo True, 

Dick Kuss, George Calkins, L. T. White— 
Friends, this is going to go on all night! 


Just look at our list! Two hundred others; 

To start with: Virginia’s Hornsby brothers, 

Roger MacDonald, Halsted Park, 

Silky Sullivan, Jamie Clark, 

Clyde Port, Jim Scanlan, Hymie Milder; 
Crazylegs Hirsch, Paul Deer, Fred Wilder, 
Tommy Munro, Tom Jones, Herb Clay, 

Bob Burg, Bill Kirk, Tom Brown, Bill Ray; 

Stan Long, Joe Dehmer, T. M. Barton, 

Citrin, Jacob, and Citrin, Martin, 

Dudley Givens, Carlyle Baker, 

K. F. Felts, Dick Coe, Jack Daker; 

Bill Schmitt, Ken King, Herb Roy, Jim Crayhon— 
This long-playing poem’s just starting to play on. 


God rest ye merry, marketing men: 

And that. means Goodwells Don and Ken, 
Sandy Jacobs, Bill Macgill, 

Harry Peckheiser, Walter Hill, 

J. H. Williams, Leo Hoar, 

Joe Harnett, Amos Smith, Bus Lohr, 
Charlie Russell, Clemens Theisen, 

Lawson Lard, Bill Jones, Kirk Dyson. 


May Santa bring a handsome plaque 

To John B. Turner, Turner Clack, 

Emory Clark, Bill Eck, Jack Sweney, 
Baxter Ball, Ed Lang, Fred Heaney. 
Ring that crazy Christmas bell 

For Jordan, Doc, V.P. of Shell; 

Ring it again for Harry Cool, 

Warten Hillgren, Ernie Sewell, 

Lew Grosshans, Barney Brown, Jack Shea, 
Charlie Porch and Ulric Bray. 

Keep those Christmas whistles tootin’ 
For Bernie Fahey, Sterling Wooten, 
Harry Milton, O. L. Dailey, 

Jack, and also Barney, Bailey; 

Harry Huber, Marion Strain, 

Dean Hadfield, E. Klein Graff, Jack Lane, 
Bob Goodykoontz, Al Wall, Bill Penn, 
Joe Hutchinson and Russell Venn. 


To Cities Service’ John D. King 

Us wish the best of everything; 

A similar wish to Sun’s Sam White, 

Jay Spry. Arch Ault, Dick Knox, Dub Wright, 
Charley Bohmer, Henry Burns, 

Bill Marquam, Arnold Jones, Ed Stearns. 

We pray that fate preserve from illness 
Aubrey Keif, Jack Hall, Vic Milnes, 
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And vouchsafe many a shining shekel 
To Harlan Snodgrass, Marc F. Braeckel, 
Ralph McCoy, Bob Reed, Don Ward, 
Cities’ pitchman Whitey Ford, 

Hal Eustis, Leo Leabo (Bay), 

George McDaniel, Alvin Crais, 

Charlie Wartman, J. M. Doss, 

Stanton Smith, George Lee, Sam Ross. 
May fate itself be stayed from folly 

By the stern hand of D. T. Colley, 

A Philadelphian who would do 

The Wright thing in the proper Pew. 


Give that bell another peal 

For Robert Fawcett, Mike O'Neil, 

Ernie Langham, William Kenny, 

Charlie Walsh, Bob Kent, Bob Jenney; 
Jimmy Hogshire, Tom L. Strong, 

Jim Herriott, Dick Brehme, Gus Long, 
Ray Abendroth, Sarge Lea, Win Cady, 
Frank Vandegrift and his charming lady; 
Cecil Black, M. R. C. Russum— 

All these we praise, we do not cussum. 


Don Miller, hail! Because you went 
From marketing man to president; 
Likewise, hail to Wesley Tobin, 

Walter Brunn, Herb Dowd, Pete Goben, 
Arlie Foster, and, Lord save us, 

Milton, Joe and Bennie Davis; 

Charley Pease, O. W. Hine, 

Harm Pierce and Quentin Regestein, 
Tom Wise, Spud Britt, Max Hess, Ray Fite, 
Don Thurman, Harry Read, Bill Knight, 
Harry Bade, Ray Gage, Joe Perry— 

Pull all the stops out. Have a merry. 


Here’s to Bill Stockton! Turner Wills! 

The dynasty of Miles M. Mills! 

May Santa’s gifts include no dud 

For either of the Adamses, Boots or Bud! 
Let’s share a scoop of Christmas sherbet 
With Larry Bloomer, D. G. Herbert, 

Leslie Neal, John White, Don Warning, 

Sam Wilkes, Cad Cadwell, and Hiff Horning. 


Paul Olson! Run and fetch the brewmeister! 
A glass of the best for Eric Neumeister! 
The same for Max Barry, Coyle Briggs, 
Len Marshman, there, and Carroll Riggs. 
While you’re at it, a Yule martini 

For Ducky and Chucky Drake, Don Sweeney, 
Morton Dimet and Bill Van Voast; 

And let’s propose a socking toast 

To Gil Timone, Bob Brown, Ev Yerly, 
Rudy Roth, Paul Jones, Glenn Werly, 
Harry Logan, Walter McKee, 

“Van” Van Der Voort and Jimmie Lee. 
Before the toasting glow has worn off, 
Here’s another, to Pate’s Jim Dornoff, 
Dan’l Lundberg, Thomas Ryan, 

Amos Smith, Bill Heinz, Ted Lyon. 

To Harry Jackson, pres. of Fina; 

Melvin Hall; Paul Pattavina; 

Harold Cruikshank; Dart E. Hoffman; 
Dick Mayes, Herb Richards, Bernie Coughlin; 
Lyle Munson, Dayton Clark, 

Clint Elliott, sage of Pine Bluff, Ark.; 
Adam Rumoshosky—say, 

The night is gone! It’s almost day! 


Make it a good one, marketers all, 
And let 1960 be a Marketers’ Ball. 
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,..but the measure of security in aclosure! 


The Tri-Sure® gasket—so small—yet so 
vital to a safe, sure sealing. For the plug 
gasket in a Tri-Sure closure fits per- 
fectly, is locked in securely between the 
flange and the plug. And there's even 
more gasket protection in a Tri-Sure 


SS 


closure. The flange gasket gives complete 
we Sh iwew * . 

imside protection; the gasket in the 
crimped-on Tab Seal® gives further in- 
surance against seepage, leakage and 
contamination—gives extra outside pro- 


tection! Remember, each gasket in a Tri- 


Sure closure is an impenetrable barrier 
“in itself. All three together guarantee 


complete, absolute protection—both in- 
side and out! Remember, too, Tri-Sure 
plug gaskets are made to provide maxi- 
mum compression set resistance . . . to 
resist deterioration . . . to withstand ex- 
tremes in temperature while still retain- 


ing original volume and consistency. 
And when ordering reconditioned drums, 
be sure to specify new genuine Tri-Sure 
plug gaskets. Only Tri-Sure gaskets 
fit so securely . . . so perfectly. 
Only Tri-Sure gaskets give such com- 
plete protection! So protect your prod- 
uct—wherever it 
goes—whether to 
Nome or Nairobi. 
For Tri-Sure clos- 
ures seal your 
product—with 
surety! 


Tri-Sure 


® 


AMERICAN FLANGE & MANUFACTURING CO. INC. 20 rocxere ven PLAZA, NEW YORK 20, N.Y.* CHICAGO, ILL. + LINDEN, Nid. # MILES, OHIO 


° CANADA > AUSTRALIA + MEXICO + BRAZIL 








Letters 


Oil Museum at Titusville? 


Should the oil museum at Titusville, birthplace 
of the industry, be expanded as a major tourist 
attraction? Here’s what our readers have to say: 


To THE EpITor: 

Your October editorial, “Payout 
at Titusville,” hit the nail on the 
head, although I was embarrassed to 
have been singled out. Actually there 
was quite a nucleus of men out here 
who were determined not to miss 
the opportunity of the centennial 
year. C. L. Suhr of South Penn and 
J. P. Jones of the Pennsylvania Grade 
Crude Oil Assn. certainly deserve 
much of the credit. 

There are indications that the idea 
of a national museum of oil at Titus- 
ville is gaining further support as a 
result of this year’s Centennial, and 
your timely editorial will certainly 
help. 

Harry A. LOGAN Jr. 
President 
United Refining Co. 


Regional Support 


It would take a lot of promotion 
in the East to get the support of the 
entire industry, as we in the Midwest 
have heard very little about this mu- 
seum. . . . 
JESs KNOWLES 
Vice President 
Skelly Oil Co. 


Anything achieving the importance 
in the economy of the world that the 
oil industry has certainly should be 
entitled to a permanent shrine. Just 
how far the industry outside the Penn- 
sylvania field would go in supporting 
anything of this kind is questionable. 
F. O. KOONTz 

President 

Quaker State Oil Refining Co. 


Payout Too Vague 


PI’m afraid the objections against 
the plan, which you so honestly list- 
ed, are too strong to overlook or to 
overcome by the vague payout 
possibilities. 

Our industry must make every ef- 
fort to tell its story to the public, but 
I do believe a more successful ap- 
proach can be used than through the 
museum. 

J. G. JIMENEZ 

Vice President and General Manager 
Eastern Division 

Tidewater Oil Co. 
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About Location 


Titusville is the most logical spot 
for a museum and park project. 
Through it the entire industry could 
support its recognized birthplace. It 
also has the advantage of being a 
going operation. With adequate sup- 
port its geographic location should 
not be a valid objection, since many 
excellent tourist attractions are off 
the main travel thoroughfares. 
G. H. OsBorNE 
Marketing Vice President 
Kendall Refining Co. 


> As a marketer, it has always seem- 

ed to me that oil is discovered in the 

most unlikely places. Titusville is no 

exception, and I think it would be a 

mistake to have anything but a mod- 
est monument in this area. 

DwicHt T. COLLEY 

Vice President, Marketing 

Atlantic Refining Co. 


While Titusville is not on a prom- 

inent tourist route, it could be made 

sufficiently interesting to attract tour- 

ists in spite of the somewhat isolated 
location. .. . 

B. L. Ray 

Marketing Vice President 

Esso Standard Oil Co. 


>It is seemingly the consensus of the 

people with whom I have talked that 

the location of Titusville is unfortun- 

ate, and we do not feel that we could 

get general support for any invest- 

ment for an oil museum located in 
that town. 

WILLARD W. WRIGHT 

Marketing Vice President 

Sun Oil Co. 


Learn from Other Examples 


>We suggest that attention be given 
to the oil industry exhibit which was 
installed in the Museum of Science 
and Industry, Jackson Park, Chicago. 
If that was not a prosperous venture, 
and I don’t know whether it was or 
not, we hardly see how a Titusville 
museum could pay out. ... 
E. L. STAUFFACHER 
Vice President and Marketing 
Coordinator 
Cities Service Co. 








EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 


(To obtain more data on advertised products see page 142) 





500 


CONTROL VALVES 


AUTOMATED 
REMOTE CONTROL 


For Remote Control, Pres- 
sure Regulators, Differen- 
tial Pressure, Rate of Flow, 
Pressure Relief, Multiple 
Pilot Operation, Non- 
Surge Check Valve. Oper- 
ates on balanced line pres- 
sure, handling oil, gas, or 
water in sizes 2 in. to 12 in., 
up to 600 psi and 150° F. 


SEND FOR FULL DETAILS, TODAY 


RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: ““BRODICO" 
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‘Letters 


POnly recently the Los Angeles 
County Museum Assn., completing 
the construction of new headquar- 
ters, invited the oil industry as well 
as several others to use space avail- 
able for the installation of an exhib- 
it suitably reflecting the importance 
of the industry in California. It will 
be interesting to see how warmly the 
industry will respond. 
W. G. KING Jr. 
Vice President, Marketing 
Richfield Oil Corp. 


Financing Problems 


mAs you are well aware, the oil in- 

dustry has been in economic straits 

for the past two years and it is very 

difficult to think in terms of securing 

the funds for a museum or the like 
at this time... . 

E. W. ALLEN 

Executive Vice President 

Wilshire Oil Co. 


mIf the museum is to be a fact, I 
am of the opinion that it will be a 
long-range project financed in such 
a way as to put the burden of de- 
fraying the cost on all segments of 
the industry. My recollection of the 
financing of the George Washington 
Masonic Memorial was that out of 
each Mason’s dues a dollar a year 
went to the construction and main- 
tenance of this beautiful building. 
If each employe of the oil industry 
gave only 25¢ annually, it would 
bring in some $50,000. On this basis 
a very respectable monumental mu- 
seum could be built over a period of 
time. 
FREDERICK H. MEEDER 
President 
Richfield Oil Corp. of New York 


API Sponsorship 


>The project should be submitted to 

the American Petroleum Institute for 

consideration as an industry program 

rather than left up to the discretion 
of individual companies. 

T. A. ALDRIDGE 

Marketing Vice President 

American Oil Co. 


Credit Card Exchanges 


> The chart (Oct. p. 119), “How the 
U. S. Oil Industry’s Credit Card Ex- 
change System Works,” said that our 
card was honored by Cosden, Humble, 
Pure, Skelly, Esso and Calso. For 
your information Western Operations 
does not have credit-card service ar- 
rangements with Cosden, Pure or 
Skelly. 

In addition to Humble and Esso as 


listed, our card is accepted in the 
U. S. by Phillips, Standard of Indiana, 
Standard of Kentucky and Sohio, as 
well as by the California Oil Co., 
Standard of Texas and California Co. 
(the last three are Standard affiliates). 
W. S. Best 

Manager, Credit Card Services 
Standard Oil Co. of California, 
Western Operations Inc. 


NPN regrets the error, caused by an 
inadvertent transposition of type. 


Divorcement Battleground 


>I would like to know more about 
divorcement (“Would Marketing Di- 
vorcement Help the Oil Industry?” 
Nov. p 91), and would like to see 
someone come up with actual facts 
about what would really take place 
if there were divorcement and what 
the dealer and jobber would really be 
faced with. 

With Arnold Jones’ pro comments 
I felt he kept talking but never really 
came out with any specific facts or 
solutions. To me it sounded like a 
dreamer talking vaguely on a subject 
that I really thought he hadn’t given 
enough thought to nor done enough 
research on. 

Doc Jordan did a much better job 
explaining and defending his views. 
At least he came up with specific 
facts that we would be faced with— 
cost, type of operation, who would 
gain control and profitability. Al- 
though I don’t say that I agree with 
all his thinking. 

RoBERT L. BuRG 
Roco Petroleum Corp. 
St. Louis, Mo. 


mI honestly think Mr. Jordan is 
wrong in his comments that the deal- 
er or jobber could not finance his 
own outlets without the help of the 
supplier. Most of them can and would, 
and, furthermore, could get assist- 
ance from many sources if the sup- 
pliers would do business in the mar- 
keting game that would be conducive 
to profitable operations. 

Each year it is becoming more 
evident that the suppliers are losing 
more and more of their grassroot 
support from jobbers and dealers. Di- 
vorcement may not be the right an- 
swer, but it is becoming more evi- 
dent that if the companies want to 
keep the confidence of the public and 
their stock buyers, they had better 
look at the dollars in the marketing 
department and not so much at the 
gallonage. 

E. H. (Bus) Loner 
Lohr Petroleum Co. 
Columbus, Neb. 
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MANUFACTURING PROCESS 


SIMPLIFIES "WET" BATTERY STOCKING 


After more than 5 years of research 
and development in ESB laborato- 
ries, together with simultaneous road 
testing in thousands of cars, Formula 
57 brings ‘“‘years ahead” performance 
now to dealers and car owners alike. 

Batteries built with the Formula 57 
manufacturing process combat nega- 
tive plate sulfation... an improve- 


ment of up to 65% more negative 
plate life is assured. It makes bat- 
teries last longer. Formula 57 “wet” 
batteries, stocked at 80°F., need 
recharging only once in 8 months. 
For most dealers that means never 
while in stock.* 

The Formula 57 manufacturing 
process improves dry-charge activa- 


tion—produces a fresher and stronger 
battery. “Wet” or dry-charged, 
Formula 57 batteries stay “fresher” 
in stock —“fresher” in service. You're 
“years ahead” with Formula 57. 


*For maximum customer service, new 
batteries, “wet” or dry-charged, should 
be charged to a gravity above 1.240 at 
80°F. prior to installation. 


For the complete story, write: PRIVATE BRAND SALES, AUTOMOTIVE DIVISION 


THE ELECTRIC STORAGE BATTERY COMPANY 


P.O. BOX 6266 - 
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returns 108% annually on our investment! 


“Since installing a National Incentive 
Plan, our TBA sales have jumped 40% 
and employee efficiency 35%,” write 
Daniel L. Ambrose and Michael W. 
McGreal, owners of Dan & Mike’s 
Texaco Service. “We're convinced that 
it’s the best answer to service station 
operator problems. 

“One key factor that makes the Na- 
tional Incentive Plan a big success with 
us is individual cash drawers for em- 
ployees. It gives morale a big boost by 
stimulating each man to take a more 
active interest in his job and by making 
them feel they’re in business for them- 
selves. This has made our employees 


ie 


‘. NATIONAL SYSTEM has pyre —— L. Ambrose and Michael 


cGreal, 


owners of an 


ike’s Texaco Service, a 


profitable answer to their service station operator problems. 


THE CLEAN, WELL-KEPT EXTERIOR of Dan & 
Mike’s Texaco Service, Pittsburgh, Pennsylvania. 


“Our ational Incentive Plan 
saves us ‘3,100 a year... 


!>? 


—Dan & Mike’s Texaco Service, Pittsburgh, Pennsylvania 


more alert which, in turn, has helped 
us eliminate cash and gas shortages. It 
all adds up to a big increase in station 
gross profit. 

“We strongly recommend the Na- 
tional Incentive Plan to anyone in the 
service station business. Its savings 
multiply year after year. Our National 
Incentive Plan saves us $3100 a year 
—returns 108% annually on our in- 
vestment.”’ 


hele Mleheilhrapem 
Durlal WV Jy ne a 


owners of Dan & Mike’s Texaco Survies 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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NATIONAL 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves 

quickly through sav- 

ings, then continue to 

return a regular year- 

ly profit. National's 

world-wide service 

organization will pro- 

tect this profit. 


*TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES © 


wcr paper (No Carson Reauinen) 
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Money-Making Ideas 


IF YOUR WAREHOUSE runs short 
of pallets, you can still use the forklift 
to move oil drums in blocks of four. 
Put two pieces of lumber between the 
two pairs of drums, one between the 
swedges and the other between the 
bottom chime and lower swedge. Then 
bind the whole assembly with two 
lengths of steel strapping, and you 
can lift it with a chain slung on the 
lift truck forks. 


LEAKING SEALS _ in automatic 
transmissions of older cars offer an 
opportunity for extra profit. Oil com- 
panies are now recommending an ad- 
ditive for the transmission lubricant 
that acts on the rubber seals to restore 
their sealing power. Saves the owner 
the very high cost of tearing down the 
transmission to replace the old seals. 


$ 


HERE’S ONE WAY dealers can 
make the do-it-yourself craze pay off 
in better customer relations. Allow 
steady customers or holders of a card 
(given with an oil drain or grease 
job) to use station tools for their own 
light repairs: such as plug replace- 
ment, filter cleaning. Dealers might 
donate one hour a week to a demon- 
stration-lecture. 


LOST DRIVERS are grateful for one 
New Jersey dealer’s helpful idea. A 
roadmap, mounted on plywood and 
then covered with acetate, is displayed 
on the pump island. A big black ar- 
row points out the station location on 














Happy Holidays 


WE’VE GOT TO 
HAND IT to all you 


Independent Distributors 
and Dealers for the 
wonderful job you do 


all year long. 


We at Richfield wish 
you a Happy Holiday 
Season and a New Year blessed 


with health and prosperity. 


J\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


708 THIRD AVENUE, NEW YORK 17, N. Y. 


the map, announces “You are here!” Serving the Eastern Seaboard from Maine to Florida 
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9,000 vs. 3,000 
A boxcar holds 3 times as many 
flaring as straight-sided pails. 
Same 5-gal. capacity! 








Single seam construction 


gives leakproof protection 
for hard-to-hold products 


Continental’s new flaring pails are ideal for liquid roofing 
cements, paint and petroleum products, dry or powdered 
materials. Ask your Continental man for details. 


EASTERN DIVISION: 
100 E. 42nd Street, New York 17 
ENTRAL Divisi 


fe centuries, ee 
CAN COMPANY CANADIAN DIVISION. 


790 Bay St., Toronto, Ont. 
CUBAN OFFICE: 
Apartado +1709, Havana 
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What They're Saying 


About overconcern with 
market position . . . fair 
trade ... too much crude 


€¢ Serious study has convinced us 
that the most serious fault in the in- 
dustry lies in the probability that oil 
company employes, even at division 
manager level, are far more concerned 
with ‘market position’ or holding a 
percentage of the gasoline market, 
than they are with profits . . . If oil 
company officials suffered a salary loss 
proportionate to over-all losses in the 
industry, there would be no price 
wars.” Charles L. Goforth, president, 
Oregon Gasoline Dealers Assn. 


6¢ Major suppliers should not flood 
the industry with too many heating 
oil dealers and outlets... 

All they do is thin out the avail- 
ability, make thinner profits for each 
dealer and dilute the service. Oil 
heating business should not be a 
sideline to these majors.” Moses N. 
Vining, general manager, Diesel Oil 
Sales Co. 


6¢ I am one of the few jobbers in 
favor of fair trade, and I’m for it 
because the alternative would be 
much worse. Do you prefer to have 
the government set your price or your 
supplier? I prefer to have my supplier 
set it.” William H. Van Voast, Tryon 
Oil Co., Johnstown, N. Y. 


66 Refining capacity is far greater than 
present demand for products, yet the 
refineries freely run far more crude 
than is possible to sell. Filling stations 
dot almost every corner to serve the 
public. It really seems that the re- 
finer and the marketer are truly, in 
fact, merely the outlet to sell the crude 
which is so plentiful. I do not say this 
is in any way wrong; I am simply 
stating a fact as I see it.” Ernest O. 
Thompson, chairman, Texas Railroad 
Commission. 


GCA large proportion of (natural gas) 
discovery costs must be allocated to 
crude oil. This is reflected in the prices 
of refined oil products. The oil con- 
sumer is forced to subsidize the gas 
consumer. This unnatural competition 
cannot be expected to continue indefi- 
nitely. As gas gradually eliminates con- 
sumers of fuel oils, reducing the de- 
mand for those products an ever 








How Thermoid made ground-refueling hose 
to meet toughest government specifications 


1. Developed a tube compound that can carry all aircraft 
fuels without showing appreciable signs of swelling or loss of 
adhesion to the carcass. A tube that withstands constant 
bending, twisting, and flexing without ply separation. Per- 
forms well in the range —40°F to +130°F. 


2. Developed a tube reinforcement that is lightweight for easy 
handling and storage, yet able to withstand extremely high 
pressure without bursting. Resists weather, mildew, rot, 
and oil. 


3. Developed an abrasion- and oil-resistant cover compound 
that protects the tube and reinforcement from damage when 
the hose is dragged over concrete aprons. 


4. Completely bonded all component parts by an exclusive 
process of curing and manufacturing to provide a ground- 
refueling hose that is not only strong and easy to handle, but 
the safest ever built. 


Get complete information on Thermoid-Quaker ground-refuel- 
ing hose from your local Thermoid industrial distributor, or 
write Thermoid Division, H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


THERMO/D DIVISION 


H.K.PORTER COMPANY, INC. 


- ‘ e PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment — 
increasing proportion of costs must be DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; Specialty Alloys — RIVERSIDE -ALLOY METAL 
included in the price for gasoline.” 
John A. Winger, economist, Chase 


Manhattan Bank, New York City. 


DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION, VULCAN-KIDD 

STEEL DIVISION: Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE 

DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, S. A.; and in Canada, Refractories, “Disston” 
Tools, “Federal” Wires and Cables, “Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 
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NU Guardian’s Latest... 


fixture that’s 
completely 
flexible .... 

















This is the heavy-duty high tensile casting that lets 
fixture arms swing up or down, rotate right or left. 


that’s really 
universal 
in scope...! 


Whether you use it as an island light, 
an area light or a flood light, 
Guardian’s new “FLEX-O-BEAM” 
does each job with 
“tailored-to-order”’ efficiency. 
Opposing light enclosures, when 
horizontal, form a giant “T” light— 
when tilted upwards form a 

double angle of varying degrees. 

For flood or area lighting, both sides 
of the fixture can be adjusted, 
independently, to any angle up to 
40° (or one side may be omitted) 
No matter what lighting job 

you want done, HERE’S THE 


FIXTURE THAT CAN DO IT! Get 
the whole story today! Write, wire 
or phone for bulletin B-26. 


GRUDZINSGI 


Representatives in all principal cities. 


y 
GUARDIAN ight company 


500 NORTH BLVD OAK PARK, ILLINOIS 
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Canada 


Anglo-American Adopts Blending Pump 





Regions 


NINE GRADES are dispensed from six pumps at this experimental station in Calgary. Blending 


FIBERGLASS CANOPY is featured at this high-volume station. It’s heated and equipped with drains to carry off melted snow 


Starting at this experimental station in Calgary, 
Anglo-American is using nine-grade blending pumps 


ANGLO-AMERICAN _ Exploration 
Ltd. is switching to nine-grade gaso- 
line blending pumps. 

Wayne Blend-O-Matic pumps have 
been installed at an experimental 
outlet in Calgary, Alta., the company’s 
headquarters. The company plans to 
put blending pumps in all stations it 
builds in the future. Some 20 to 30 
new stations will be built at various 
Canadian locations this year and next. 


Blending pumps will be installed at 
some modern stations already built. 
Some 20 have been tagged as likely 
candidates, in Calgary, Edmonton, 
Red Deer, Lethbridge and Medicine 
Hat. 

The pumps will draw from two 
underground tanks, One containing 
regular-grade and the other super- 
premium. 

Anglo-American has about 800 re- 
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tail outlets for its brand-name prod- 
ucts (Purity 99) from western Ontario 
to eastern British Columbia. 

The experimental station at which 
the blending pumps have been in- 
stalled is something special in its own 
right. It incorporates an unusual fiber- 
glass canopy (see pictures). 

A deep yellow, the canopy covers 
the entire service area, making the 
station a real head-turner at Calgary’s 
highest-volume-traffic corner (an esti- 
mated 70,000 vehicles pass daily). 

The station cost more than $60,000, 
it’s estimated. 


19 





Regions 


There are six islands, 24 ft. apart, 
with one blending pump per island. 
The pump services both sides. 

The canopy is 84x72 ft., and an- 
other 12 ft. is being added at the 
back. It’s supported by steel girders 
and fitted with heating elements for 
snow removal, a necessity in Canadian 
climate. Drain pipes are concealed 
in the girders to carry off the melted 
snow. 

The heating elements, plus the many 
lights, are expected to warm the area 


COMPARE! 


Double ‘‘under car’ space 


Autoquip’s SPACE-MISER Lift 
means more work room, 
reduces service time and cost! 


COMPARE! 


So much more “under car” space to 
service vehicles faster, easier! Cou- 
ple this vitally important factor with 
the Space-Miser’s adaptability to 
lift all cars: foreign, domestic, yes- 
terday’s, today’s, tomorrow’s. The 
Space-Miser will never become obso- 
lete . . . and no other lift can com- 
pare for safety, ease of handling, 
big, big economy. 


COMPARE! 


Know about Autoquip’s ROLL-ON LIFT? 
With “hold safe” superstructure . . . 
lifted vehicle can’t roll back! No worries 
of automatic wheel chocks “forgetting” to 
automate. 


SEND FOR YOUR FREE SPACE-MISER CATALOG. 


in the winter. The canopy is expected 
to keep the service area 15-20 deg. 
cooler in the summer. 

As a merchandising feature, piped- 
in music plays at the station con- 
tinuously. 

How many more such stations will 
be built by the company depends on 
the success of this experiment and 
the availability of similar high-volume- 
traffic corners. 

A company official says gallonage 
at the station thus far “has exceeded 


Know about Autoquip’s LONG LIFE RAM? 
A standard in industrial plants coast 
to coast .. . adapted as an advanced 
design automotive service tool. Comes 
complete with 10 year guarantee! 


- TODAY! 


COMIN (I The auroque Liftathon Contest 
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1140 S. WASHTENAW 


CHICAGO 12, Lil 





all expectations—and these expecta- 
tions had been high. He foresaw 
gallonage that “could be the best in 
Calgary.” 

A spokesman says an average “fair- 
ly good” station in Calgary might do 
about 500 gal. a day (182,500 gal. 
a year). A source not connected with 
this project says no station there is 
likely doing more than 800,000 gal. 
a year. 

Architects for the station were L. 
E. Baker & Associates, Calgary. The 
station is operated by Cooper Ames 
Automotive Ltd. 


The West 


CPMC attacks pricing... 
Hawaii to get terminal... 
Alaska pipeline planned 


CALIFORNIA Petroleum Marketers 
Council is investigating what it belives 
is an attempt by Shell Oil Co. to es- 
tablish a 1¢ gal. differential between 
major- and _ independent-company 
prices. 

The alleged practice is supposed to 
be an experiment in the Sacramento- 
San Joaquin Valley. The traditional 
spread in that area and elsewhere has 
been 2¢ gal. 

The investigation was turned over to 
CPMC’s executive secretary, Richard 
Brehme, and its public-relations coun- 
sel, Dan Lundberg. They were asked 
to make a report by about the first of 
this month. 

CPMC members complained that 
the alleged Shell policy “created com- 
petition instead of meeting competi- 
tion” under the meaning of the 
Robinson-Patman Act. 

Calling it “predatory pricing,” 
some members viewed the practice as 
an attempt to ruin independent distri- 
butors. They wanted to know whether 
a 1¢ differential was going to spread 
to other areas. 

In answer to a question, Lundberg 
said that if the pricing policy exists, 
he believes it’s not an attempt to de- 
stroy independents but is the result of 
dealer agitation in the past five years 
for an end to discriminatory pricing. 

(For more on the CPMC meeting 
see page 32.) 


In Hawaii, Texaco is acquiring a 
12-acre site in the Barber’s Point area 
near Honolulu for a deep-water ter- 
minal. It’s a $500,000 bulk facility, 
designed to handle the full range of 
oil products Texaco intends to market 
in the 50th state. 
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‘STOP WASTING OCTANE’ is the slogan at this modern, private-brand station, featuring blending pumps, showcase-type office 


Midwest: Private-Brander Blends ‘Gas’ 


THE FIRST BLENDING PUMP re- 
ported to be used at a private-brand 
multipump station is in Omaha, Neb., 
where A. H. (Abe) Gendler has been 
experimenting with five of them. 

On a busy corner, a slick, modern 
station called “Saveway” features 
six grades of gasoline at five islands. 
There are also regular-grade pumps 
and a diesel dispenser at one island 
for the truck trade. 

Saveway designates its brands 500, 
600, 700, 750, 800 and 900. The 
graduating scale, starting at 30-9¢ for 
regular (including 9¢ taxes), 2¢ under 


Biggest-Gallonage Station in Omaha? 


ABOUT A HALF MILE from the private-brand, blending-pump station in 
Omaha (see pictures at top of page) is this established private-brand, multipump 
outlet, Turner’s, which reportedly pumps 100,000 gal. a month. This is possibly 
the biggest-gallonage station in Omaha. Features include premiums (displayed 
in island showcase), discounts and a payroll check-cashing service 


the major postings, rises a penny a 
grade to 35.9¢ per gal. for 900. The 
top grade is the only 100-plus octane 
gasoline in Omaha, says Gendler. An 
attendant claims it is 105 octane. 

Apparently the station hasn't 
caught on yet. Opened less than six 
months ago, it attracts fair rush-hour 
traffic but is quiet during off-hours. 
Less than a_ half-mile away, an 
established private brander, Turner’s, 
does a reputed 100,000 gal. a month 
(see picture below). Saveway figures 
are not available, but the volume is 
said to be under 40,000 gal. 


* a 
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Because only one station is involved, 
promotion has been on a small scale, 
principally leaflets describing the six 
grades and promoting the station. 

Saveway has its own concentrate, 
not the one used by Sun Oil, which 
introduced the blending pump, but 
reputedly similar to it. 

The operation is not connected 
with Liberty Gas and Oil Co., a 
Phillips jobbership, in which Gendler 
has some interest. 


The East 


N.Y. Thruway royalties 
_..Esso buys jobbership 
_.. How N.J. margins look 


HOW MUCH MONEY does New 
York Thruway Authority collect from 
majors and their dealers doing busi- 
ness at 30 serv- 
ice stations along 
the toll road? 
It’s well over 
$2 - million a 
year. Up to Sept. 
30, majors and 
dealers paid $1,- 
918,787, or 
3.78% more than 
in the same 
period last year. 
That sum rep- 
resents royalty 
payments ranging from 6.51¢ gal. to 
8.03¢ gal. on about 25-million gal., 
plus a 10% gross commission on other 
sales, such as motor oil and TBA. 
Gallonage on the Thruway is up 


By 
Cornelius Brodersen 
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compared with the same period last 
year. The September report puts the 
increase at 1,754,854 gal., about 30,- 
000 gal. ahead of the same period in 
1958. 

Thirteen of the toll road stations, 
the report indicates, are pumping less 
than they did a year ago. Decreases 
per outlet range from 1,814 gal. to 
78,546 gal. A year ago, nine stations 
were behind on gallonage. 


Reliable Fuel Oil Supply Co., a 
branded Esso heating-oil jobbership 


in Cranford, N. J., has been pur- 
chased by its supplier. Esso has mov- 
ed Reliable’s 2.5-million gal. yearly 
business to its New Jersey sales divi- 
sion, closing up Reliable’s office. In 
addition to Cranford, Reliable’s mar- 
ket covered Westfield, Linden and 
Plainfield. 


»Gross margins of 34 fuel-oil jobber- 
ships from all parts of New Jersey 
vary from 1.83¢ per gal. to 3.86¢ 
per gal. That’s the finding of a cost 
analysis survey conducted by Norman 


North Carolina: Fair-Trade 


The state government, oil jobbers, suppliers 
are exchanging bitter fair-trade shots that 
seems almost certain to ricochet nationwide 


THE FAIR-TRADE controversy in 
North Carolina has taken a bitter turn. 
Attorney general Malcolm Seawell 
charges that ma- 
jor brands are 
meaningless, that 
major companies 
are using fair 
trade to grab huge 
shares of the mar- 
ket away from in- 
dependents. 

Jobbers are 
critical, too, but 
for somewhat dif- 
ferent reasons. A 
jobber attorney 
said that when the majors cut fair- 
trade prices, they didn’t cut jobber 
tank-wagon price. He called this a 
“squeeze play that might force inde- 
pendent wholesalers and station oper- 
ators out of business.” 

Esso and Amoco regional officers 
are taking up the fight against Seawell. 
Amoco asked for apologies from the 
attorney general. Esso answered that 
it’s adjusting fair-trade prices only to 
stay competitive with non-fair-trading 
majors such as Shell and Texaco. 

Early in the fall, Seawell announced 
mildly that he was going to look into 
gasoline pricing in North Carolina. 

Seawell’s agents held meetings with 
several representatives of fair-trading 
majors. The agents also checked all 
available records on recent transac- 
tions and sales histories of Esso, Gulf, 
Amoco, Sinclair, Atlantic, Pure, and 
Phillips—the seven fair-trading com- 
panies. 

The investigation went on quietly 
for a month, and suddenly Seawell 
dropped his bombshell. 

Speaking before a meeting of a 


By B. E. Barnes 
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small-town civic club, Seawell said his 
staff's investigation turned up these 
facts and figures: 

The majors started fair trading to 
stop the downward trend in their con- 
trol of the oil-product market in North 
Carolina, Seawell charged. 

Following up his figures on controll- 
ing factors in the market, Seawell said, 
“There is considerable question in my 
mind as to whether there is free and 
open competition between the major 
oil companies controlling the market 
in North Carolina, and the state’s Fair 
Trade Act is applicable only where 
there is free and open competition.” 

Seawell added, “Our investigation 
so far reveals that the small retailer 
of gasoline, who uses his gas price to 
attract business to his store, is the one 
who is placed in jeopardy throughout 
North Carolina by the action of the 
(fair-trading) companies.” 

Going on to question the real mean- 
ing of a major brand, Seawell said 
there’s evidence that many major oil 
companies sell their “so-called trade- 
marked, labeled, and exclusive prod- 
ucts” to each other, and that no real 
difference in gasolines exists “except 
in the minds of the company through 
whose pumps the liquid passes, or in 
the minds of the public that has fallen 
prey to the ballyhoo and huckstering 
of the companies.” 

Seawell said that major-brand gas- 
olines tested in Raleigh showed “slight 
variation” in octane counts, but tests 
showed “the additives amount to no 
more than one part in a million.” 

Angered by this blast at fair traders, 
Amocos district manager F. V. Dan- 
iel sent a letter to Seawell saying an 
apology to Amoco was in order. Dan- 
iel said Seawell’s charges that trade 


I. Starr of H. L. Shrager & Co., certi- 
fied public accountants. 

Jobbers doing up to one-half-mil- 
lion gal. had an average gross margin 
of 1.83¢ gal. Those in the next brack- 
et, up to 1-million gal., averaged 
3.62¢. Jobbers retailing 2-million gal. 
yearly had an average of 3.43¢, while 
those selling up to 3.5-million gal. had 
an average margin of 3.71¢ gal. 
Higher-gallonage jobbers had an aver- 
age gross margin of 3.86¢. Over-all 
average for all groups was 3.29¢ per 
gal. 


Bomb Bursts 


marks are meaningless had implied 
that Amoco’s unleaded premium gas 
“can be obtained by indiscriminate 
trading with other companies... .” 
Daniel charged Seawell with casting 
doubt “not only on the product itself, 
but on the integrity of the company 
that sells it.” 

Replying to Daniel’s remarks, Sea- 
well said he did not intend to apolo- 
gize. He said state revenue records 
for August showed that Amoco ac- 
quired 143,261 gal. of gasoline from 
Gulf, and 91,833 gal. from Crown. 
Said Seawell, “I assume they didn’t 
drink it.” 

Back of all the talk, some market 
maneuvering was going on. A few 
days before the attorney general’s first 
scathing speech, Esso cut fair-trade 
price of regular gasoline from 30.9¢ 
(including tax) to 29.9¢. Several fair- 
trading majors followed. 

Shortly after announcements of the 
1¢ cuts, the oil jobbers entered the 
fray. James C. Little, attorney for the 
North Carolina Oil Jobbers Assn., told 
the press that when the majors cut 
fair-trade prices, they didn’t cut job- 
ber tank-wagon price. He called this 
a “squeeze play that might force in- 
dependent wholesalers and station op- 
erators out of business.” 

Little said independent wholesalers 
are alarmed by two “surprising ele- 
ments” in the fair-trade price cutting. 

1. The price cuts came “almost si- 
multaneously” from all major compa- 
nies. 

2. Little said, “It looks as if the 
two market leaders, both of whom 
have almost 100% direct operations, 
have engineered a move that will un- 
dermine wholesale and retail struc- 
tures.” 

Little predicted that “unless the sit- 
uation is remedied quickly, we will 
witness the execution of the jobbers’ 
segment of the ‘gas’ marketing in- 
dustry in North Carolina.” 
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BO0ST FUEL QU... 


DELIVERY, 


“=P 


NEW BUCKEYE NOZZLE...SWIVEL.. .for low pressure-drop at high capacity 


No. 125 FUEL OIL NOZZLE 


Available with either 1%” or 1%” IPT inlet — with or 
without tube and with or without integral check valve 


@ Less than 10 lb. drop at 100 gpm.* 

@ Higher lift, seat diameter larger than outlet tube. 
@ Designed for 125 gpm flow rate. 
* 


Easy to open, easy to close because of hydrau- 
lically balanced design. No hammer or chatter. 


4-notch replaceable guard permits easy control. 
*Tested on nozzle without internal check 


No. 126 SWIVEL. Available in 2 sizes—1%4” and 112” 


@ Fully repairable: remove plug and ball bearings. 
Bearings and quad-ring seal easily replaced. 


@ Teflon and ball bearings for easy operation. 


@ Full pipe size opening at both ends. Female 
portion of swivel (hose end) is larger than hose 
coupling—easy to attach and detach. 


Increases hose life. Prevents kinks, twists and 
damaging tension. Allows hose and valve to turn 
independently. 


@ Permanent lubrication of bearings; grease-sealed 
at factory. 


To you, time is money — and increased delivery 
capacity of your equipment adds to the number 
of stops your trucks can make per day. This new 
Buckeye combination is the only such system 
designed to give you low pressure drop at flow 
rates up to 125 gpm—-virtually an “open pipe” 
system. Write for more information or contact your 
Buckeye distributor. 


PRESSURE DROP 
AT INCREASING FLOW 
CAPACITIES 


Typical 142” 
fuel oil nozzle* 


New No. 125* (11%4” and 
142” sizes—no difference) 


*Both less check valve 


INLET PRESSURE PSIG. 


GALLONS PER MINUTE 


— 
e Buckeye BUCKEYE IRON & BRASS WORKS 
Box 883 ¢ Dayton, Ohio 


(To obtain more data on advertised products see page 142) 





WHICH DRUM 


Equal cleaning ability / DOES HE PREFER? 


/ 











the one he uses first...and reorders. He can’t tell you 

. Both brands do an excellent job. They’re made to similar 

formulations. They’re competitively priced. But the obvious 

quality of the lithographed Rheemcote Poster Drum gives 

him the feeling that its contents are made with the same 
careful attention to quality. 

It’s a feeling the Rheemcote Poster Drum can give to cus- 
tomers for your products, too. It stands out from all other 
containers, creates a strong visual impact on the user. And 
it acts as your salesman day in, day out, right at the point 
of use.... reinforces your advertising program... serves as 
a visual reminder of your brand at the point where reordering 
is initiated. 

Compared to the cost of printing separate trademark labels, 
decalcomanias, instructions, warnings and stencils — and the 
labor to apply them, Rheemcote is often less. 

For design service or more information, phone the nearest 
sales office listed in the Yellow Pages, or write the world’s 
largest manufacturer of steel shipping containers at 1701 West 
Edgar Road, Linden, New Jersey. Rheemcote service from 
plants located across the country ...Chicago, Houston, Linden, 
New Orleans, Richmond, Calif., South Gate, Calif. and Tacoma. 


Sell as you ship with 
Rheemcote Poster Drums ¥ 


H" preference is for the Buckeye perchlorethylene. It’s 
Ww 
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The Southwest 


You can't find a sure 
bet these days? Here's 
one that can't go wrong 


NOW THAT neither the Yankees nor 
Notre Dame represent a sure thing, 
here’s something to wager a buck on. 
Bet on both big 
and small refiners 
continuing 
to scramble for 
“controlled” or 
“assured” retail 
outlets. 
Here in the 
Southwest, where 
a decade or two 
ago hundreds of 
open - market 

By Marvin Reid sales and pur- 

chases of oil 
products kept the refining business 
humming, things just aren’t what they 
used to be. 

A guy who wants to brew up a 
barrel of gasoline today has to think 
where he’s going to peddle it before, 
not after, he makes it. The so-called 
“little independents” have become 
aware of this just as their bigger com- 
petitors have. 

Here’s what was learned from one 
of these independents recently (on a 
don’t - use - our - name - but - here’s- 
our-story basis): 

As background, this Gulf Coast in- 
dependent had very little money in- 
vested in marketing prior to 1956. 
Specifically, it had a one-man sales 
force and that’s all. Using Alexander 
Bell’s tranquilizer sales aid, this one 
man stayed in constant touch with 
buyers in the Midwest and on the 
East Coast. He was able to keep the 
refinery’s output going to these “op- 
en-market” buyers, usually at a good 
profit. 

Then came the Suez Canal crisis. 
And oversupply. 

Since 1956 this company and others 
like it have found their “open-mar- 
ket” customers have disappeared, for 
the most part. This particular com- 
pany says that if it had continued to 
depend on its former buyers, it 
“would have gagged to death on in- 
ventories a long time ago.” 

So in 1956 it started trying to go 
in a different direction. It headed 
southeast. It found private-brand job- 
bers eager, more or less, to join up 
with a refiner who could guarantee 
(1) top-quality products and (2) con- 
tinued supply. It seems some private 
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branders had bitter experiences with 
bigger companies on point No. 2. 

Our independent made some nice 
contracts. In some cases they were 
fairly long-term deals. In serving these 
outlets, the independent had to in- 
vest in distribution facilities. It has 
spent over $2-million for terminals 
and other facilities since 1956. 

Its sales force has grown from one 
man to more than 40. 

The bigger companies have started 


Regions 


buying out private-brand chains. In 
some cases, these purchases have tak- 
en away some of the independents 
business. So this independent and 
others must consider such purchases 
themselves for “self-preservation” if 
for no other reason. 

In the future this refiner may buy 
other private-brand chains as “they go 
on the market.” It lets its better cus- 
tomers know that it wants first crack 
if they decide they “just have to sell.” 














SCULLY PIONEERS AGAIN! 


— with a combined nozzle 
and reparable swivel 
in one compact unit 





the SCULLY Nozzle Type “COM” 


You start with the proven advantages of the 
SCULLY Nozzle — FASTER FLOW - ABSOLUTE 
FLOW CONTROL - MINIMUM HYDRAULIC 
SHOCK - NO AFTER-DRIP 


— now incorporate a SCULLY ball-bearing 
Swivel, designed especially for fuel oil delivery, 


which offers: 


e 2 widely separated bearing surfaces (no leaks due to 
cocking, built to withstand rough handling) 


e Fully reparable in field 
e Easily replaceable O-Ring seal 


e No galling — like materials are not in contact — 
assures all-weather rotation 


Write for Catalog SN 1159 for complete details 


or order by part number COM 


Nozzle and 


swivel also available separately. 


“From a teacup to a tankcar” 


PATENTS ISSUED AND PENDING, 


i) 


SCULLY sicnat company 


174 Green Street - Melrose 76, Massachusetts 


NOrmandy 5-3900 


IN CANADA: E. S. Gallagher Sales, Ltd. — 10 Hafis Road, Toronto. Ontario 
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Built for 
Fast, Cost-Saving 
Deliveries 


ROPER 360s TRUCK PUMP 


40 to 122 GPM 
To 100 PSI 


Q) Helical Pumping Gears . . . hardened iron; keyed to 
shafts with sliding fit; run in axial hydraulic balance, 
Heavy Duty Bearings . . . high-lead bronze, self- 
lubricating. 

(3) Adjustable Relief Valve .. . permits full capacity when 
pumping .. . nozzle shut-off without stopping pump. 
Mechanical Seal . . . self-adjusting; mating surfaces 
precision lapped for positive sealing and long life. 
Outboard Bearing . . . ample size for full shaft support 
and protection to gears and inner bearings. 


Roper Hydraulics, Inc. 
Dept. 482 P.O. Box 269 


Commerce, Georgia 


ROTARY PUMPS 


h 
Only FAV E R-Tl T E ouiek condi 


can make all these claims 


Superior quality er 
—precision ee A 


Uniform wall thickness 
—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra * 
Hi-Strength Stainless 
forged m Steel pins 
handles —greater 
—greater safety and 
economy longer 


service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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NATIONAL 


Associations 


Nebraska 


Cornhusker jobbers call 
for oil divorcement... 
Suppliers cite dangers 


DIVORCE MENT overshadowed 
everything else at the fall meeting of 
the Nebraska Petroleum Marketers 
Inc. in Omaha. 

With only one dissenting vote, the 
Cornhusker jobbers adopted on the 
first day a resolution asking for di- 
vorcement of marketing from the rest 
of the oil industry. A long-time mem- 
ber commented afterwards, “There 
wan’t much discussion because only 
about a half dozen jobbers seem to 
understand the issue.” 

The next day an animated discussion 
on divorcement highlighted a panel 
session on jobber-supplier relations. 
George D. McDaniel, Mobil’s man- 
ager of dealer-distributor relations, 
warned jobbers they might get hurt 
by divorcement. 

“The government isn’t going to con- 
fiscate the marketing properties of 
majors, then give them away,” said 
McDaniel. “That’s what some seem to 
think will happen. Divorcement could 
result in the establishment of a few 
large marketing companies.” 

“Divorcement might put you out of 
business,” said Stanley D. Breitweiser, 
DX Sunray executive vice president, 
on the same panel. If divorcement is 
put into effect at the refinery, said 
Breitweiser, the jobber would be ex- 
cluded from retailing. 

“Every wholesaler, including job- 
bers, would have to sell his service 
stations, fee-owned property and get 
rid of his service-station leases,” said 
Breitweiser. 

“Who would pick up these proper- 
ties and leases?” asked Breitweiser. 
“Would the present dealers be in a 
financial position to buy these stations? 
Or would the properties be picked up 
by large, efficient chain marketers, 
who might turn them into company 
operated stations or salary or commis- 
sions? . . . Frankly I think you job- 
bers are cutting your own throat when 
you even hint divorcement.” 

“IT think the majors would be better 
off with divorcement,” replied L. L. 
Snyder, Frontier jobber, Blair. “I’m 
not concerned about getting out of 
business.” 

“I can’t see any harm in it,” said 
E. H. (Bus) Lohr, Phillips jobber, 
Columbus. 

The panel was moderated by Frank 
Breese, NPN. (For a full discussion 
of divorcement pros and cons, see 
NPN—Nov. p91.) 
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Colorado 


Benton hits ‘cancerous’ 
oversupply, urges oil 
to focus on marketing 


WHEN COLORADO JOBBERS gath- 
ered for their annual meeting at the 
beautiful Broadmoor Hotel, cupped in 
the Rockies, three things stood out: 
the lineup of top speakers, the worst 
price war in recent history, and Broad- 
moor’s tough golf course. 

The tone of the business meetings 
was set by Paul Bradley, president, 
who said, “Things are getting more 
and more difficult to solve and more 
important to the marketing industry 
. . . The most casual observers can see 
that selling gasoline is a pretty good- 
sized bellyache.” 

The three main speakers were 
Dwight Benton, Indiana Standard’s 
marketing vice president, and Charles 
J. Guzzo, Gulf’s senior VP, on the 
first day, and Otis Ellis, NOJC gen- 
eral counsel, on the second day. 

In a facts-of-life speech, Benton 
said marketers must adjust to the mar- 
keting revolution taking place if they 
expect to stay in business. 

“Duplications of efforts, overlapping 
of functions, surpluses of facilities, 
inefficiencies in the use of manpower 
—these are things that not even the 
biggest and best-heeled of the oil com- 
panies can afford today... ,” he said. 

“If the biggest companies must re- 
sort to this sort of increasing ration- 
alization of their efforts, it’s plain that 
all companies in the industry face the 
same imperative challenge.” 

Benton deplored the plight of the 
oil industry. “Through a full nine 
months of this year the strength of 
our industry has been drained away by 
the vicious cancer of excessive stocks,” 
he said. 

“Our industry’s one hope of salva- 
tion is in the reorientation of all its 
varied segments to . . . one compass 
point—marketing.” 

Guzzo said great potential lies ahead 
for marketers because of the huge 
population growth, but they must im- 
prove their efficiency to cash in on it. 

Just back from a three-week trip to 
Europe, Otis Ellis denounced suppliers 
for the ruinous Colorado price war 
which pulled retail postings down 11¢ 
gal. in two months. He cautioned job- 
bers that they must show “the Bigs” 
that “we are the most economic and 
efficient way of marketing petroleum 
products.” 

Now five years old, the Colorado 
jobbers’ association is on solid footing 
and healthier than ever before. 











INSTALLED... 


for service station remote pumping systems 


Reda Gasoline Pumps are “performance proven”. Over 10,000 Reda 
manufactured Gasoline Pumps are installed for remote pumping systems 
at service stations. A Reda Submergible Gasoline Pump operates sub- 
merged in the storage tank. It is economical and easier to install. Under- 
ground tanks may be located anywhere convenient. The unit provides 
a flexible economical installation which will serve present service station 
pumping needs and also future requirements such as additional capacity 
needs or to pump new high vapor pressure fuels. Sizes are available 
in 4, % and % H.P. with capacities up to more than 60 g.p.m. All 
models are U.L. approved. 


REDA Cost Saving ADVANTAGES 


CONTROL 


. Knockouts conveniently located. 


. Repairs or replacements easily made without dis- Write for Bulletin R652. 
turbing installation. Additional information will 


. Toggle switch locks in “on” or “off” position. be promptly furnished on 
. Overload button in panel. request. 

. Neon pilot light in panel. 

. Extra pilot light may be added for any location 


PUMPING UNIT 


. Will not vapor-lock. 


. Installed in the storage tank — where it quietly 
operates submerged in the fluid. 


. One unit can service eight dispensers. 
. Can be installed through 4’ pipe flange. eee 
. One unit can pump from two tanks by installing a 

syphon valve in the manifold. 


OF Ou 
ook Alip, 


Manufacturers of submergible motors & pumps for over a quarter century 
for Oil — Brine — Water — Gasoline — Jet Fuel —Chemicals and LPG. 
Models available from '/3 to over 300 h.p. 


REDA PUMP COMPAN Y 
i: peat :e SAREE weed ar ne-yo 
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C. Lee Hollenshade, III and his family enjoy life in their fine (mortgage free) home. 


That’s the feeling of C. L. Hollenshade, Jr. and his son, Lee, III 


who operate a modern 3-bay Texaco station in Towson, Maryland. 


The elder member of the father-son team had a good job back 

iT) WwW y h d 20 in 1939, but wanted to be his own boss and be assured of a solid 
e ve a future. 

“Going with Texaco was the greatest move of my life,” he says. 


a 
years of security ‘“‘We started with a small station that had no lube bay. Today it’s 


a modern, 3-bay station that keeps nine men busy.” 


and good living The Hollenshades’ formula for success is to sell only the finest 


quality products, and to give good service to their customers. 

with Texaco 7 “Texaco’s big advertising program is a definite help in getting 
new customers,” they say. “We like the Texaco people, too. From 
the salesman to the division manager, they are sincerely interested 
in our success, and give us a lot of sound merchandising advice 
and help.” 
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Why there’s a solid future 
with Texaco 

Here are 6 reasons why Dealers and 
Distributors grow with Texaco: 
1 The best petroleum products, 
known and accepted by car owners 
nationwide. Continuous research and 
development insure that Texaco will 
always have outstanding products. 
2 The best and biggest national 
advertising program . . . constantly 
selling Texaco Dealers to car owners 


everywhere. 
3 The best point-of-sale and direct 
mail promotional material to help 


bring in motorists and bring them 
back! 

4 The best customer credit card—in 
fact, the only petroleum credit card 
honored under one sign nationwide. 
5S The best retailer policy —Texaco 
helps its Dealers to market nation- 
ally-advertised and accepted TBA 
products. 

6 The best opportunity to cash in on 
touring business. Texaco customers 
at home like to stop at Texaco sta- 
tions when on the road. You have 
more than 40,000 Texaco Dealers in 
the U.S. and Canada helping you. 


C. L. Hollenshade, Jr. and son, Lee, III get profitable bonus business from out- 
of-state motorists who are Texaco customers at home. “They carry Texaco Credit 
Cards, and always stop at Texaco stations when traveling,” the Hollenshades say. 


There may be an opportunity for you to have a solid future with 
Texaco. Investigate — send this coupon to: 

SALES MANAGER 

TEXACO INC. 

135 E. 42nd Street, New York 17, New York 

I would like to get complete information about the possibility 
of teaming up with Texaco as a_ [] Dealer, [J Consignee, 
CZ Distributor. (Please check.) 


NAME 








STREET 





CITY - — SSeS. 


Sell the best...sell TEXACO 


December, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 142) 





Associations 


FMANSJ 


Speakers point up ways 
to be better marketers 


HEATING-OIL JOBBERS at the 
Fuel Merchants Assn. of New Jersey’s 
annual convention picked up plenty 
of advice from panel speakers on how 
to improve profits without bigger 
margins. 

Their recommendations: become 
more efficient. How? Through high- 
speed deliveries; selection of truck, 
chassis and tank as a unit; location 
of equipment to fit individual needs; 
incentives for drivers and salesmen. 





TURN 


Fred Kutch of Neptune Meter Co. 
advised jobbers to look at all the 
components of any high-speed de- 
livery system as an integrated unit. 
“That includes everything from tank- 
trucks vents through the system to fill- 
pipe vents,” Kutch said. 

David Constantine of Allied Tank 
Co. went a step further. He said truck 
chassis, tank and power take-off 
should also be considered integral 
parts of the delivery system. “Tank 
trucks,” he said, “are bread and but- 
ter to fuel-oil dealers, most of whom 
are laymen when it comes to truck 
equipment.” 

Because jobbers’ individual require- 
ments vary, Constantine urged them 


SLACK HOURS 


INTO 


PROFI 


WITH A 
BARRETT 


BRAKE-MOBILE 


® Schedule work by appointment 
to eliminate slack hours 


® Brake Service will not inter- 
fere with your regular service 
operations 


If you have 500 customers — 
your slack hour potential in- 
come is 912,105* annually—at 
least half ig GROSS PROFIT 


*The average car owner spends 
$24.21 in brake service each year 


7 Models Available 
Select the one that fits 


your 


BARRETT EQUIPMENT CO. 


ST LOUIS 


h Operations 


(Te ebtain more data on advertised products see page 142) 


needs ! 





B-6A Illustrated 


A portable Brake Service Shop for 
complete Drum Machining and Shoe 
Fitting 


Space no problem—take equipment 
to the job indoors—outdoors 


LOW COST ...HIGH PROFIT 


BARRETT EQUIPMENT CO. 


I’m interested in making 
slack hours profitable. 
Please send additional 


6, MO . . 
information. 


| 2101 Cass Ave., St. Lovis 6, Mo. | 





to equip their trucks according to 
their individual needs rather than copy 
what another jobber has done. 

Using more modern devices to re- 
cord degree-day totals can overcome 
the 25% error jobbers generally make 
in using the maximum-minimum tem- 
perature readings to figure out degree 
days, said Harry Fuge of the research 
unit of H. R. B. Singer Co. These 
newer devices, Fuge explained, calcu- 
late the effect of wind, sun, rain, snow 
and clouds on an account’s oil con- 
sumption. With them Jobbers can use 
one K factor for the account all season 
instead of varying it a number of 
times. 

Through driver incentive plans, 
jobbers can level out labor costs on 
retail deliveries. Arthur J. DeBlois, 
jobber in Pawtucket, R. I., said in- 
centive plans at his company brought 
driver costs down to 35 points a gal. 
from an average of 42.4 points per 
gal. Moreover, fewer men and trucks 
were needed to deliver 30% more gal- 
lonage than in the preceding heating 
season. 


South Dakota 


Jobbers to board the 
management-institute 
bandwagon next spring 


SOUTH DAKOTA Independent Oil 
Men’s Assn. is no longer the only 
state jobber group in the nation not 
officially involved with jobber man- 
agement institutes. At its recent an- 
nual fall meeting in Sioux Falls, the 
association overwhelmingly endorsed 
an institute to be held next spring. 

More than 60 South Dakota oil- 
men have already indicated their de- 
sire to attend. 

This interest in jobber manage- 
ment institutes, however, doesn’t mean 
jobbers in this state are overly con- 
cerned with their lot. As one member 
put it, “On the whole, the jobbers are 
real happy today. It’s the dealers who 
are in trouble and they’re the ones 
we’ve got to worry about.” 

South Dakota jobbers are also a 
little worried that state officials might 
again start cracking down on trucks 
entering the state from states with 
which South Dakota has no reciproc- 
ity agreements on weight-distance 
taxes. A crackdown early this year 
resulted in considerable bypassing, 
local sources say. 

South Dakota oilmen would like 
the state to set up port-of-entry stops 
only at borders of states which also 
have check points directed at South 
Dakota trucking. 
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IMMEDIATE 
SHRVICE 


ANYWHERE in U.S. & Canada. Scovill’s nation- 
wide facilities provide the industry’s fastest 
service on fuel oil and gas pump couplings! 


Only Scovill with its country-wide network of sales 
offices and warehousing facilities is equipped to 
give you such fast... efficient service. All orders 
for fuel oil and gas pump couplings received by 
Scovill are shipped promptly. And the sizes you 
want are always immediately available. That’s 
because Scovill makes and stocks a complete range 


ba 


—from */,” to 3” in fuel oil couplings... and all 


standard sizes in gas pump couplings. 


The largest—and finest—sales and service force 
in the industry is ready to consult with you any- 
time, anywhere when you specify Scovill couplings. 
And—because you can buy direct from Scovill—you 
save up to 14 the former cost of oil and gas pump 
couplings. Get complete details now. Write: 
Scovill Manufacturing Company, Hose Coupling 
Department, Waterbury 20, Connecticut. 


Hose couplings by SCOVILL 


land: 4635 W. 160th Street Los Angeles: 6464 E. Flotilla Street Houston: 2323 University Bivd, 


eteut C1 


San Francisco: 434 B 


Main office: 99 Mill Street, Watert 





Street 1 334 King Street, East 
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Associations 


IIPA 


Jobbers hear Roosevelt, 
stage election revolt, 
adopt antimajor report 


THREE THINGS dominated jobber 
minds and conversations at the fall 
meeting of the Indiana Independent 
Petroleum Assn. in Indianapolis: Con- 
gressman Jimmy Roosevelt, a “palace 
revolution” in elections, and a block- 
buster study of the oil industry. 

Speaking to the largest luncheon 
gathering in the association’s history, 
Rep. Roosevelt (D., Calif.) said his 
House small-business. subcommittee 
has found the plight of small business 
in America unchanged since 1957 and 
in some cases worse. 

In 1957 the subcommittee called 
on miajor oil suppliers to correct what 
Roosevelt termed “certain unfair 
practices.” Roosevelt said a_ recent 
survey indicates practically no changes 
have been made. 

He conceded that more dealer-sup- 
plier panels are being held than in 
1957, and that a slight increase in the 
number of longer-than-one-year leases 
can be found, but otherwise, he in- 
sisted, the picture is pretty grim. 

As a result, he added, “divorce- 
ment continues to be seriously con- 
sidered,” both in the legislative and 
executive branches. 

Roosevelt softened this statement 
somewhat in a free-wheeling question- 
and-answer period later. 

Roosevelt was told that many be- 
lieve divorcement would result in the 
domination of oil marketing by big 
retail chains. What about it? 

Roosevelt agreed this could happen. 
He said it may be the reason “why the 
time is not completely ripe for di- 
vorcement.” He continued, “How 
would the small retail operator fin- 
ance stations without supplier help. 
He probably couldn’t do it. This is 
one reason why perhaps we must solve 
dealer financial problems before con- 
sidering total divorcement.” 

He added that divorcement legisla- 
tion would commence with TBA. 

Roosevelt told an NPN reporter 
later that chances are no divorcement 
legislation will be introduced by his 
subcommittee at the upcoming session 
of Congress. 

Roosevelt had scarcely left when 
the convention began buzzing with 
another matter—the association’s elec- 
tions. 

For the first time in years, there 
were two formal slates of nominees 
for officer vacancies and, most signi- 


32 


ficant, for the directorships. 

It wasn’t surprising that Arnold 
Jones (see page 167) became presi- 
dent. He was last year’s vice presi- 
dent, and succession is traditional. 
But what was surprising was that a 
slate of “Young Turks,’ most of 
whose industry views are sympathetic 
to those of Jones, was elected (by a 
scant one vote), and the habitual 
practice of the association’s directors 
being self-perpetuating was smashed. 

The morning after the election, in 
the only resolution action taken at 
the convention, the jobbers unani- 
mously approved the content of a 
report submitted by Dr. Charles Hew- 
itt, Indiana University business pro- 
fessor. This report, based on a three- 
year study of the economics of the 
oil industry, is highly critical of com- 
petitive threats to the jobber segment 
from major integrated companies. 
(For more on this report, see page 
a1.) 


VPJA 


THE VIRGINIA Petroleum Jobber: 
Assn. invited four ladies to have 
their say on what’s right and wrong 
with service stations, and the girls let 
loose. 

They stressed service—they want 
lots of it, quickly (“Were you ever 
stuck in a car with a flat tire and 
four noisy children?’”’), and it should 
be personal. 

“Service” to them also includes pub- 
lic relations, courtesy, and most es- 
pecially, friendliness. One panelist 
wants her station dealer to be as con- 
scious of her personal peculiarities as 
her butcher is (“He could keep a per- 
sonal file about me and my car.”) 

Convenience of location was next 
important, followed closely by credit 
cards (“You don’t think I’d spend 
my household money for gasoline 
do you?”). 

Brand isn’t important (“so long as 
it’s a good product”), but good, hon- 
est repair work is. (“Don’t give me a 
long oration, just fix the car—and 
don’t try to fleece me or I won’t be 
back and neither will my friends.”) 

Restrooms passed the cleanliness 
test, according to the ladies, but 
they’re wantonly lacking in such things 
as hot water, towels and soap, seats for 
lounging, and a place to put down a 
handbag or package. 

The panelists were: Mrs. Betty 
Bond, Roanoke; Mrs. H. W. Carson 
Jr., Pulaski; Ann Howard, Roanoke, 
and Mrs. Debbie Snidow, Lynchburg. 
Moderator was Doris Wells, NPN, 
New York. 


CPMC 


Lundberg, Moore clash 
on strikes, ‘get tough’ 
policy to suppliers 


DEALER STRIKES in the Northwest 
were praised and criticized at the 
fall meeting of the California Petrole- 
um Marketers Council. 

The praise came from Kent Moore, 
Hancock distributor at Glendale. He 
said: 

“Those dealers who struck in the 
Northwest in an effort to force man- 
agement into dealing with them were 
on the right track, and when Dan 
Lundberg accused them of ‘economic 
brigandage’ he missed the boat. 

“The fact is that suppliers regard 
tonsignees as scum, as being overpaid 
truck drivers who by some accident 
became wholesalers.” 

Moore advocated a “get tough” 
policy toward supplier management. 

He said major suppliers view dis- 
tributors as a necessary evil, to be 
tolerated until they can be eliminated. 

Lundberg, CPMC’s public-relations 
counsel, defended his description of 
the strikes as “economic brigandage.” 
He urged distributors to avoid a policy 
of “get tough, dealer strike, lock up, 
anti-corporate enterprise.” 

He declared: 

“It is as great a threat to our 
economic system as communism 
when it is proposed here that we 
attack corporate enterprise. 

“If we believe here in  people’s 
capitalism, we should not condone 
either any such attacks on corporate 
enterprise or condone dealer attempts 
to seize private property and dis- 
tributive outlet as a means to force 
management to bargain.” 

Dealer strikes erupted this summer 
in some areas of the Northwest. A 
threatened statewide strike in Wash- 
ington failed to come off. 

Washington’s Gov. Albert Rosellini 
had intervened, persuading dealers to 
postpone their strike while he sought 
to arrange meetings with suppliers. 
But now he has backed out of the 
dispute and asked an interim legisla- 
tive council to consider the need for 
legislation to end the dispute. 

Attending the CPMC meeting were 
jobbers from Washington and Oregon. 
They decided to get together with 
California distributors in a Western 
State Conference. 

The first joint event will be a 
management institute in the summer 
of 1960. The place will be decided 
later by the three groups. 
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Aerosol Containers* by ‘Clown 


open profitable new markets 


Fully inflate a flat tire in seconds. Thousands and thousands 

of motorists have seen the value of this new aerosol product which 
provides this convenience, anywhere, any time, easily. 

Ideal for bicycle tires, wading pools and other home uses, 

too. The container, of course, is made by Crown, pioneer 

and world’s largest manufacturer of aerosol cans. 


Hundreds of liquids, semi-liquids and gases, marketed in 
pressurized containers, are bringing new profits to their 
manufacturers. Are your products among them? 

Your inquiry will be answered promptly. 


*Only Crown manufactures both fabricated 
and seamless Spra-Tainer aerosol containers. 


for cans + crowns - closures - machinery 


CROWN CORK & SEAL COMPANY INC., 9300 Ashton Road, Philadelphia 36, Penna. 
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Hot Tip (at top) Heats Rapidly 


...l0 give 


The dramatic picture sequence above proves the ability 
of AC’s exclusive “Hot Tip” design, to outperform 
other spark plugs. 


The photographs show the insulator of an AC “Hot 
Tip” and one of another spark plug, placed in the 2000: 
heat of a blow torch. (The torch flame is shown travel- 
ing from right to left in the first four pictures. ) 


AC’s “Hot Tip” heats up instantly, while the other tip 
heats up more slowly. 


This means that AC’s exclusive “Hot Tip” burns off 
carbon deposits as soon as they form, stays clean longer 


PROMOTE 
AND SELL 


BLOW-TORCH TEST SHOWS... 


Faster. 


Gets Hotter Still Hotter 


ou the greatest 





under severest conditions for longer spark plug life. 


Removed from the flame, the “Hot Tip” cools instantly, 
while the other tip cools more slowly. This instant 
cooling prevents engine damaging pre-ignition that can 
cause loss of power and gasoline mileage. 


Remuna your dealers to tell this important AC product 
superiority story to their customers. AC Fire-Rings 
assure complete customer satisfaction . . . the best asset 
for continued business growth and profit. 


THEY MUST BE THE BEST! 


new AC Fire-Ring 


(To obtain more data on advertised products see page 142) 
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- FAMOUS AC ‘“‘HOT 


Flame Removed Tip Cools Rapidly Gets Cooler Still Cooler 








Recessed Hot Tip 


Longer Flash-over Path 


AC Offers 
Finest Features 


Isovolt Electrode 


Buttress Top Design 
Internal Copper Glass Seal 


in the Industry 


Larger Scavenging Area 


eo 
7 
a 
@ Aluminum Oxide Insulation 
* 
6 
J 
= 


Cico Weld Sealed Insulator 








AC PRESENTS THEA, RTC ARNEY SHOW, NBC-TV, January 8 


Spark P lugs Fess 


OF GENERAL MOTORS 
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TOR’ 


SERIES 4800 


... three ways thrifty . . . low first cost, minimum maintenance and 
less island space than any other 48” low pedestals! Clean, functional 
design emphasizes fast, easy dispensing from these most modern 
gasoline MARKETORS® .. . right for your islands. 


Compare! 


...1T wo Hose Models 
CLEAN, UNCLUTTERED 2 ; : ‘ 
FORTY-EIGHT Self-contained single-product pumping dis- 
INCH PROFILE pensers; and single- or two-product remote 
system pedestals serve two cars at once. 


“ 1 “ 
LARGE, EYE-LEVEL Bases measure only 16” x 204", 


TV DIAL 


STAINLESS STEEL 
SIDES/TOP 


FULL LENGTH 
IDENTIFYING COLOR 
DOOR PANELS 


NEWEST COMPUTER 
WITH AUTOMATIC 
RESET 


SINGLE-LEVER, ONE 
HAND CONTROL; 


OVERRIDING # 
SAFETY CLUTCH | nd METER 


; ® 
NONSCUFF ROLLERS Heart of the MARKETOR 


PROTECT HOSE Constructed from Teflon/graphite, stainless steel 
AND FINISH and other non-corrosive materials impervious to 
additives and aromatic content of modern fuels, 

EASY-PULL for longer, trouble-free life. Self-adjusting liquid 
CABLE-REEL HOSE seals on pistons and valve ports guarantee con- 
RETRACTOR WITH tinuous, split-hair-accurate measurement. By test, 
LATCHOUT DEVICE one of the two most exact meters available in 


cinialiati clita gasoline pumps today. 
ISLAND SPACE Single Hose Models... 


LOWER FIRST COST Dispensers complete with suction pump unit; or pedestals for 
use with remote pumps. Uncluttered modern design compli- 
LESS TO MAINTAIN ments new station architecture, “modernizes” older stations. 


Write for specification brochure No. 4800... 
BOWSER, PrQG. MARKETING DIVISION, FORT WAYNE, INDIANA 
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Report No. 5 on trends in service station lighting 





Island lighters ales floodlights 


give dramatic, high-level lighting — 


Revere lighting for this service station plays a big role in keeping 
business at a high volume in spite of steadily increasing com- 
petition close by. The dramatic appearance it presents to 
motorists attracts their attention and makes the station look 
more inviting. The initial average of 40 footcandles on the 
service area is achieved with Revere Fluorescent Island Light- 
ers. Incandescent floodlights mounted above the island lighters 
provide additional light for the perimeter areas. 


High-level lighting like this not only draws in customers, 
but makes it easier for attendants to service cars quickly and 
more thoroughly, assuring customer satisfaction. Increased 
visibility results in higher gallonage and boosts sales of oil, 
batteries and accessories. 


This installation features Revere No. 9700 series Fluorescent 
Island Lighters and Revere No. 4200 series floodlights. The 
gracefully upswept design of the island lighters spreads the light 
uniformly and efficiently, and lends a dramatic appearance. 
The floodlights are used to increase light intensity beyond the 
islands and also to light perimeter areas and approaches. For 
complete information on Revere outdoor lighting for service 
stations, write for catalog. 




















1. Eight Revere No. 9708-VP Fluorescent Island Lighters 
with V.H.O. lamps provide high intensity lighting for the 
entire pump island service area. Fixtures are mounted at 
angle for efficient light distribution. 


2. Eight Revere No. 4213-P Alzak Aluminum Floodlights 
with 1000 watt PS-52 clear lamps provide additional illu- 
mination for perimeters. Six others (not shown) on Revere 
No. 199-G-20 hinged poles provide light for drive-ways 
and approaches. All floodlights are in pairs on Revere No. 
199-K crossarm brackets. 


3. Four Revere No. 462-220-AW octagonal tapered rigid 
steel poles, fitted with air arid water outlets, support the 
floodlights and Island Lighters. Island Lighters are pendant 
mounted 14 ft. above grade on fixture brackets supplied 
with the poles. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue e 


Chicago 48, lilinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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X MARKS THE SPOTS 
where you can build a more 
profitable business by speci- 
fying or installing Rockwell 
“T-70” tank truck meters. 








a8. 


capeditpenntiendembeaaipecaencemee landmass oo 
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te ? 
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Combination 
Strainer & air eliminator 


om | Gor WHY THIS NEW METER 

val CAN BE INSTALLED 
| MOST ANYWAY — 

de a‘ ee MOST ANYWHERE 


Three optional inlets—side, front and 

a N back—and two optional outlets—side 

a, ‘atic and back—provide the utmost flexibil- 

ro) ity in installation. You can even make 

é \ ; either a right hand or left hand setting 
we without using extra parts. 


J ‘ 
i mY ’] 


T-70 Rotocycle Meter 
(70 gpm capacity) 


Rockwell ‘‘T-70"’ Tank Truck Meter 
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WITH ACCURACY ! 


NEW ROCKWELL “T-70” 
ROTOCYCLE TANK TRUCK METER 


(Rate of flow 14-70 gpm) 


Sized right, made right, to fit right into your trucks 


You’ll never find a more accurate or de- 
pendable tank truck meter unit than the 
new Rockwell “‘T-70’’. Its fine perform- 
ance is built to last, for the measuring 
element is a sturdy Rotocycle meter, 
proved over the years to measure accu- 
rately under the most grueling work 
loads—to take the punishment of truck 
travel in stride. 

Accessibility is another big feature. 
You can remove all principal parts—the 
rotor, air eliminator and strainer for rou- 
tine cleaning or examination through 
plates held by a few cap screws and with- 
out breaking connections... and the 
Rockwell ‘“T-70” is easy to calibrate 
—only a screw driver is required. 


A new smooth closing system for auto- 
matic shut-off is provided. You just dial 
the quantity to be delivered in advance, 
then touch a lever and the meter will 
“count down’”’ and shut itself off in easy 
stages as the zero point is reached. 

All this, plus easy installation makes 
the Rockwell ‘““T-70” truck meter an ex- 
ceptional “‘package”’ for petroleum mar- 
keters, either in new trucks or as replace- 
ments. Get full facts now by writing for 
bulletin OG-410. Rockwell Manufactur- 
ing Company, Pittsburgh 8, Pa. 


ROCKWELL” 











CHECK THESE COMPACT DIMENSIONS 


FRONT VIEW 





+ 


' 
— PRINTING 


REGISTER 




















SIDE VIEW 
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i, OR 2” 
PIPE TAP 
OUTLET# 
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for selecting 


oPw service station 


equipment 














Circle Reader Service Card 
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the world 
of Pete Hirleman 


Mr. TBA at Cities Service (Pa.) 


(Any salesman of Tires, Batteries or Accessories must sell Pete 


to sell Cities Service) 


@ Meet Pete Hirleman, Manager of Tires, Batteries and Accessories at Cities Service 
(Pa.)—a job that doesn’t let him sit still for long. Here Pete checks a battery chart 
while he waits for a phone call to go through. (Battery manufacturers: most of Cities 


Service's 4000 dealers handle Cities Service batteries.) 


jn 


@ Pete feels that he must make periodic visits to dealers to keep 
up-to-date on their sales problems. So he and a division sales manager 
made a call on one of their best dealers to find out how his customers 
liked the new line of tires. (Tire makers: although he has an assist- 
ant in charge of tires, Pete is the man with final responsibility for 
what tires go into the Cities Service line.) 





@ On a recent trip to one of eight warehouses under his supervision, 
Pete went into the small accessories corner to talk shipping problems 
with the warehouse manager. This warehouse moves several hundred 
different types of TBA a year, so shipping must be efficient. (Acces- 
sory manufacturers: wouldn't you welcome the chance to have Cities 
Service dealers sell your products?) 


@ A salesman for a manufacturers’ agent happened to be visiting the 
warehouse when Pete arrived. Naturally, he seized this opportunity to 
show Pete and the warehouse manager how easy it is to balance a tire 
and wheel with his new balancer. (Note to salesmen: because Pete 
Hirleman is so busy, it’s seldom that he can devote this much time 
and attention to a salesman.) 


HE moral to this story is quite plain: it’s tough to 
T sell a man as active as Pete Hirleman. But there is a 
way to reach him. Pete is one of the 18,729 oil market- 
ing managers—both independent and major-company — 
who look to NPN for the money-making ideas and in- 
formation that put them ahead of competition. To talk 
to these men when they are in the information-seeking 
mood, use the pages of NPN. For more information on 
the oil marketing 
manager, the market 
he represents, and 
how NPN serves it, 


write for our book- waz;qwaz PETROLEUM NEWS 


, “Who decides . 
aoe ir ti and for Oil Marketing Management 


merchandise will be 
used or sold at serv- 
ice stations?” 


All @ poid  & audited circviotion 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N.Y. 








SELLING SLANT OF THE MONTH! 


BLANKETS THE INDUSTRY 


WITH GREATEST HEADLAMP and GREATEST PROMOTION! 


Your customers will be in the nap of luxury with this 
warm, colorful Chatham quality blanket. It’s made 
of two miracle fibers—rayon for beauty and acrilan 
for warmth. It’s completely washable, shrink resist- 
ant, non-allergenic and guaranteed against moth 
damage. And it’s big, too—72” x 90”, designed to 
fit either twin or double beds. 


SELL MORE LIGHT, AIMED RIGHT! 
The blanket comes with a complete promotion 
package designed to help you sell ‘More Light, 
Aimed Right.” Every Guide Powerbeam 50 
Headlamp gives 50 extra feet of seeing power. 


New Powerbeam Promotion Package includes the Chatham Blanket... 


ATTENTION 4 I oll of PLUS... 


GUIDE SELLING FOLDERS 


25 copies of this Guide Lamp enve- 
lope stuffer helps your dealers tell 
the Guide Lamp story. 





THREE POWER BEAM 50 GUIDE LAMPS 


HEADLAMPS ‘i a The promotion package includes one 
RA “vas 6006 6-volt, and two 6012 12-volt 
COLORFUL WINDOW BANNER : pont 
This banner “flags” two-headlamp car owners, tells 


them how they can get 50 extra feet of seeing power. 





Dealers include $8.25, with an order for 16 Guide 
Lamp Powerbeam 50 headlamps, and the GLM-59 
package. When dealers sell the three extra lamps, 


sa oe HOW | eT IT they recover the $8.25. The profit from the sale of 
E'S mM You G I ; the three extra lamps pays for the package. 








SELL GUIDE TO YOUR DEALERS 
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Longer Life with Gates 
Permeation Barrier 


Oil Loading Hose 


5 other superior features 
Permeation Barrier is a protective layer of special 


rubber compound between the tube and the reinforc- COVER is made of tough, resilient rub- 
7. ‘ i ber stock which resists damage by ag- 
ing layers of Gates Oil Suction and Discharge Hose. ing, abrasion, weather and oil. 


This protective layer reduces the damaging pene- TUBE is specially compounded to han- 
tration of oil hydrocarbon molecules, which can cause pe ap pe ai without soft- 
separation between components of the hose. As expe- oy Rabe 

: : eae REINFORCEMENT of spiral-wound steel 
rienced users know, maximum adhesion between these wire provides maximum strength and 
internal components is the key to long hose life. “snag resistance to the body of the 

. . ose. 

For more hours of actual service life, fewer re- 

‘ CARCASS of high-tensile fabrics in 
placements, and lower hose costs ...specify Gates 


multiple plies is engineered for full 
0O.S.&D. Hose. rated suction and discharge pressures. 


BUILT-IN FITTINGS are all static-bonded 
The Gates Rubber Company, Denver, Colorado to discharge electricity before a dan- 


Gates Rubber of Canada Ltd., Brantford, Ontario gerous charge can be built up. 











TPA 438 


The Mark of Specialized Research 


Gates OTI eYolel late Ma lesx- 
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DYE CONCENTRATES* 


MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM | STRY 


FOR USE IN Pe 2 = Also Available 


Gasolines oe JUCUNL in Dry Dye Form. 
Diesel Fuels cs. ee: =o Dye concentrates can be 
Fuel Oils eae ry oO 


prepared to specifications. 


Lubricating Oils 
Automatic Transmission Fluids 


Break-in Oils and Greases | CALL US COLLECT FOR FAST ACTION 
PHONE MuUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil- F-5572 Specifications 


Samples and description upon request. 


*Patent Pending 


* « 


Manufacturing Division: 335 MeLean Blyd.. Paterson 1. New Jersey 


Varketing Division: 24110 Carew Tower. Cincinnati 2. Ohio 
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s Here's how 


to keep a 
hot brand 
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Four-color pages in LIFE. A big new addition to Conoco ad- 
vertising. Each time a Conoco ad appears, nearly 8,500,000 
people in Conocoland will see it! Yes, in 1959, Conoco’s 
gone all out to give dealers big-time advertising support. 
And LIFE is just the start... 


Big-time newspaper ads. These ads remind motorists that 
their cars’ best friend is the nearest Conoco Dealer . . . and 
he’s the driver’s best friend, too. Customers know you carry 
the finest products, give the best service . . . you have the 
Hottest Brand Going! And there’s more . . . 


Top TV and radio advertising. Conoco’s highly rated 
Whirlybirds Show gets the Conoco message to the home 
viewers. In-the-station commercials feature the stars of the 
show. That’s real help in making your driveway the most 
popular spot in town. Conoco gives you full radio spot 
coverage, too! On top of all this there are. . . 


Conoco’s exciting outdoor posters. These handsome 
posters from Conoco’s prize-winning line really get the 
Hottest Brand Going message across to motorists while 
they’re driving. Easy on the eye. . . straight to the 
point, these posters lead motorists right to the Conoco 


Hottest Brand Going Station! And backing up the advertising . . . 
... CONOCO! 


Conoco’s Touraide”. .. all new, better, too! Here’s the best 
travel service ever offered the motoring public. Touraide 
is available instantly at the station . . . no writing away 
and waiting. It’s available only at the Conoco Station. 
Motorists come straight to the dealer. The all-new 
Touraide is bound to bring you more traffic, more sales 
of gas, oil, and lube jobs. 


Now, wouldn’t you like this brand of year-round support? Contact 
a Conoco Division Manager about the Hottest Brand Going! 


Contact the DIVISION MANAGER nearest you: 


R. W. Abrahamson, 912 Baker Dale Chapman, 1755 Glenarm Pl., C.0.MacLeod, 757 West Second K. R. White, oo 

Building, Minneapolis 2, Minn. Denver, Colorado South, P. O. Box 2250, ay yer wrt ae 
| i h P. O. Box , Lincoln 1, Nebraska 

G. W. Brown, 244 Rowan Bidg., Salt Lake City 10, Uta 


6000 Camp Bowie Bivd., 800 Commerce Buildin Hugh McBirney, J. G. Willis, 6183 The Paseo, 
8g, : , : . 
Fort Worth 16, Texas New Orleans 12, Louisiana 400 West Madison St., Kansas City 10, Missouri 


hi | Ilinoi 
R. E. Caruthers, Fidelity National 9 Cincage 6, timate 


Building, 200 North Harvey, K. T. Johnson, 1300 Main Street, J.L. McCulley, 
Oklahoma City 12, Oklahoma P. O. Box 2197, Houston, Texas 1242 North 28th, Billings, Montana 


W. S. Dulaney, 


© 1959, Continental Oil Company 


“A 


_,.. Hottest Brand Going! 
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PLENTY 
OF 
EXTRA 
MUSCLE! 


air-operated 
Also Avaliable 


BUMPER JACK 


It’s rugged, powerful . . . makes lifting the entire end of a car a HYDRAULIC 
fast, easy, one-hand operation. You’ll find the WA-56 your ae 
answer for tire changing, brake service and many other jobs 

where one end of the car must be raised. Auxiliary rear 

wheels make it as maneuverable as a baby buggy, easy 

to position under lifting points. Lets you handle cars 

faster, and service more cars in a day. Ask your 

jobber today or write us for details on the 

WA-56 Air Jack and WA-52 Hydraulic Model. 


ALL THESE 
IMPORTANT FEATURES 


@ ONE HAND OPERATION—Air Control Valve and Safety Lock 
Release operated with one hand 


e@ SAFETY LOCK—Operates in 6 height locking positions 
e@ HIGH LIFT—24” lifting stroke 


e@ SADDLE ADJUSTMENT—from minimum of 19” inside-to-inside 
to maximum of 56%” outside-to-outside 
e@ FORWARD REACH OF SADDLES—14%” from cylinder to front 
of saddles 
@ SADDLE LOW POINT—8%” eco 
e@ SADDLE HIGH POINT—32” AIR-OPERATED 


@ CAPACITY—3000 Ibs. BUMPER JACK 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U.S.A. 
Division of Dura Corporation (Formerly Detroit Harvester Company) 


LETE LINE—AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP EQUIPMENT. 


@eeeeeeeeeeeeeeeeeeeeeeee woe eeeee @eeeeeeeaeeee@ eeee 
SINCE 1910 > 
Complete Weaver line includes: Twin Post* Lifts © Triple Post Lifts* e Frame Type, Roll-On and Free-Wheel Single Post Lifts @ Unit 


Lifts ¢ Bumper Jacks Car Washers @ Wheel Alignment Equipment @ Headlight Testers e Brake Testers e Wheel Balancing 
Equipment @ Jacks © Wheel Dollies ¢ and Air Compressors. (*Registered Trademarks) 
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This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 








GULF PRESS CONFERENCE 


o 





A service of Gulf Oil Corporation in the cause 
of creating—through the facts as we see them 
—a fuller understanding of the oil industry. 


“Flags of Necessity”— how necessary? 


The chances are about 50-50 the flag an American-owned oil tanker flies 
will not be Old Glory. Along the world’s sea lanes, beyond our coast- 
wise routes, it will usually be Panamanian, Liberian or Honduran. Un- 
American or even piracy? Not at all. If we are to understand why that 
flag happens to be a so-called “Flag of Necessity,” we cannot jump to 
quick conclusions. We must first face up to a few facts of international life. 


Q. What makes a “Flag of Necessity” a 
necessity in the first place? 


A. The answer lies in another phrase: 
“‘Freedom of theSeas.” Traditionally, this 
has meant freedom to compete for world 
cargoes. Ifa tanker cannotcompete freely 
under one flag, it has two choices. It can 
drop out of world competition. Or of 
necessity, it can register under a flag such 
as one of those we listed. 


Q. More recently, this right has come in 
for some sharp attack. Why? 


A. Here’s where we come to our first 
fact of life. To compete for world car- 
goes, American tankers must meet or 
beat the world’s terms. And when our 
tankers try to match high U.S. operating 
costs with low European costs, they’re 
usually out of the running. To close the 
competitive gap, they turn from U.S. 
registry to “Flags of Necessity.” 


Q. But if our tankers must fly these flags 
to survive, why the attack? 


A. For one thing, much of the high cost 
of U.S. registry is labor cost. A U.S.- 
flag seaman gets about as much in two 
days as a European does in a week. When 
tankers turn to “Flags of Necessity,” the 
unions like to claim that we lose jobs to 
foreigners. They forget that, at our ask- 
ing prices, the jobs never really existed 
in the first place. 


Q. You suggest that these flags are at- 
tacked on other grounds as well. 


A. The unions sometimes compound 
their argument with the label “coolie 
ships.” The facts say No. We quote Ad- 
miral Emory S. Land, former Chairman 
ofthe U.S. MaritimeCommission: “These 
American companies maintain condi- 
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tions, both regarding vessels and com- 
forts of their crews, parallel with U. S.- 
flag ships.” Nor would insurance com- 
panies underwrite substandard ships. 
In addition, these vessels are classified by 
American Bureau of Shipping and Lloyds 
Register of Shipping. 

Q. Didn’t you mention earlier roughly 
half our tankers fly the U.S. flag? 


A. Yes. All our tankers on domestic 
routes do. Under our law, they must. 
The fact is that whenever our companies 
can fly the U.S, flag, they want toand will. 


Q. Do our “Flag of Necessity” tankers 
figure in our security plans? 


A. Definitely. Our defense needs call for 
all the tanker tonnage we have. American 
companies now have under both U.S. 
registry and “Flags of Necessity” some 
12 million deadweight tons. Our Joint 
Maritime-Navy group estimates our do- 
mestic defense needs alone total 10.5 mil- 
lion tons. And this doesn’t begin to count 
other needs. Our commitments to our 
allies, for one. 


Q. Aren’t we making some allowance, 
too, for tankers that become obsolete? 


A, We are. American companies have 
several million tons under construction 
or on order, These are planned as re- 
placement tonnage for the large number 
of tankers which will be wearing out 
over the coming years. At Gulf, for ex- 
ample, we are currently spending $114 
million to expand our domestic tanker 
fleet alone. 


Q. If so many American-owned tankers 
are under ‘‘Flags of Necessity,’’ what 
assurance have we that we wouldn’t lose 
them in an emergency? 


A. They are regarded as being every bit 
as much under U.S. control as U.S.-regis- 
tered vessels. In the words of Clarence 
G. Morse, present Chairman of the Mari- 
time Commission,“There is no question 
in my mind” that “Flag of Necessity” 
shipping is under effective control. 


Q. Isn’t there some possible alternative 
to flying ‘Flags of Necessity’’? 


A. Yes, two have been suggested. First, 
earmarking U.S. money to subsidize 
American tankers registered under the 
U.S. flag. And second, registering our 
tankers under friendly European flags. 


Q. We've granted subsidies before. Why 
shouldn’t we consider them here? 


‘A. One good reason is the cost of sub- 
sidizing to American taxpayers. By the 
calculation of William C, White, presi- 
dent of Alcoa Steamship Company, the 
cost of transferring “Flag of Necessity” 
tonnage to U.S. registry would run to 
between $400 and $500 million each year. 


Q. Let’s turn to the possibility of regis- 
tering with our European allies. 


A, It offers more problems than possi- 
bility. On the one hand, any such action 
would weaken our defense interests, The 
European governments could claim first 
call on tankers under their flags. They 
could allot our world-wide bases a lower 
priority than theirs in making fuel de- 
liveries. And economically, we'd be faced 
with a foreign tanker monopoly that 
could, for example, lead to price rises 
we'd be powerless to stop. 


Q. Can American tankers use “Flags of 
Necessity”’ to dodge U.S. taxes? 


A. They cannot. American companies 
pay full U.S. taxes on their earnings as 
they are returned here. They draw on 
the earnings they do not return to this 
country to pay for their operations and 
to finance building of new equipment. 


We welcome further questions and comment. 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bldg., Pittsburgh 30, Pa. 
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More light power with lower costs 


For years NPI has served the varied 
WEONW PRODUC Ts needs of both the largest and smallest 
petroleum products marketers. Consis- 
i tently, the demand for top quality signs 
= ima 1, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators or pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


, <NCORPORATED 


We operate ______ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 


|, oe 
WRITE TODAY — Use this coupon to'get 
COMPANY._ the services of a Signvertising® Engineer. 


ADDRESS. No obligation. 
CITY cc 
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The superiority of a Timken-Detroit® Axle 
depends on the quality 
of all its parts... 





Only genuinetimken-Detroit’ Replacement Parts 


Cah keep it-a¢ good 38 new/ 


You bought the best—replace with the best! Every genuine Timken- 
Detroit Axle replacement part is built to the same high quality standards 
as original Timken-Detroit parts. By using only genuine Timken-Detroit 
replacements, you can be sure of retaining the high quality and perform- 
ance advantages you bought when your axle was new. 

Because they are manufactured to the same rigid engineering spec- 
ifications as the original equipment and carry the same manufacturer’s 
guarantee, Timken-Detroit replacement parts save you time, money and 
trouble. Extra machining or fitting operations are eliminated. Labor and 
adjustment costs are cut to a minimum. Parts take less time to install. 





Many Timken-Detroit replacement parts are packaged in conven- 
ient kits containing all the related components you need to do a “factory- 
type” job. These kits assure maximum protection so that every parts 
package you receive arrives in perfect condition. 

See your factory authorized vehicle dealer for all your replacement 
needs. Only he can supply the parts that will keep your Timken-Detroit 
Axles as good as new. 


Phodiciog ROCKWELL-STANDARD 


CORPORATION 


Transmission and Axle Division, Detroit 32, Mi 
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AABERG USES WARNER LEWIS SEPARATORS 
FOR .....- efficient water separation se 
solids filtration ped to 5 microns 
assured quality product | | 
RESULT... . INCREASED BUSINESS 


Warner Lewis Company Offers Two Separator Designs 


© Excel-So Separator-Filter contains bulk fil. @ Fram Liquid Separator-Filter. Most efficient 
tration media designed for long life — 


efficient water removal — excellent equipment ever! Removes essentially 
solids filtration 


all free water — filters to 5 microns. 
WARNER 


| Lewis . 3 
~ Company 


BOX 3096 TULSA, OKLAHOMA 


WRITE FOR DETAILS 


DIVISION OF FRAM CORPORATION 


(To obtain more data on advertised products see pag 


3 
ge 142) 
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The world of "Mac” Mc Campbell 


(A man many salesmen would want to sel//) 


@ Meet a man who’s always moving. He’s Leonard J. ‘‘Mac’’ McCampbell, DX Sunray 
Tulsa District Manager, who's responsible for the marketing of DX products through 
outlets, dealers and distributors in a wide area. There are many reasons why your 
salesmen would like to sell Mac. For example he supervises the service stations in his 
district literally from the ground up. Here Mac (wearing glasses) and a company real 
estate expert look over a prospective location for a new DX station. (Construction mate- 
rials makers: Mac McCampbell is the man who recommends what goes into the stations.) 


e@ A new station needs equipment... and 
plenty of it. Mac checks the station equip- 
ment warehouse periodically. Here’s where 
pumps and meters are stored before they’re 
put into service. (Gasoline pump makers: 
the District Manager often chooses one 
brand from a list of approved suppliers.) 


© To supply its stations in Mac’s district, 
Sunray maintains a fleet of trucks — all of 
them under Mac’s supervision. The trans- 
port trucks represent a big capital expendi- 
ture. That’s why Mac periodically checks 
with the drivers to see how the trucks are 
performing. (Note to truck makers: Mac 
McCampbell makes the buying decision on 
most trucks in his district, from the small 


@ A new station opens—and naturally Mac 
and a City Sales Manager drop in to see 
how things are going. (Compressor makers: 
Mac has 250 stations under his jurisdiction; 
each of them has at least one compressor.) 
@ Most DX dealers go through the company 
training program, where they learn how to 


maintenance trucks to the big transports.) 
®@ Most service station managers like to get 
a car on the hydraulic lift. For it’s here that 
the customer often buys a variety of goods 
and services. (TBA makers note: there are 
250 dealers under Mac’s responsibility — 
these men sell lots of Tires, Batteries and 
Accessories. Yours could be included.) 

@ The warehouse also comes in for an in- 


Mac McCampseit is typical of the 18,729 marketers—both inde- 
pendent and major-company — who look to NPN for the money- 
making ideas and information that put them ahead of 
competition. For fifty years NPN has been the authority on oil 
marketing. (Advertisers note: naturally, Mac McCampbell sub- 
scribes to NPN.) For more information on the oil marketing 
manager, the market he represents, and how NPN serves it, 
write for our booklet, ‘“‘Who decides what equipment and mer- 
chandise will be used or sold at service stations?” 


service both the car and the customer. 
Naturally, Mac is interested in this. It's 
also his responsibility. So he talks with the 
instructor to find out how the fledgling 
dealers are doing. (Lube equipment 
makers: will those dealers be using your 
brand of equipment?) 


spection from Mac. He’s responsible for 
“the marketing of all petroleum products, 
including TBA, through outlets, dealers and 
distributors.”” That’s a big order, but Mac 
McCampbell moves fast enough to fill it. 
(Packaging manufacturers: that warehouse 
is filled with cartons, boxes, cans, drums. 
Sell the men like Mac . . . the marketing 
managers .. . and you have it made.) 


NATIONAL PETROLEUM NEWS: 
For Oil Marketing Management 


QA poid & Audited circutation 


A McGraw-Hill Publication 
330 West 42nd Street, New York 36, N.Y. 





Each Lighting Requirement Needs An 


ee ENGINEERED LUMINAIRE 


Specifically For That Particular Application 


Offers A 


L [ Of Service Station Lighting Equipment 
COMP ETE INE For Each Lighting Need!! 





HORIZONTAL “WRAPAROUND SUPER T"’_LIGHTS 
For concentrated lighting on pump islands with side lighting. 
Recommended mounting heights 9 ft. to 12 ft. high. 


Side “———_— light 








CANTILEVER LIGHTS 


For lighting pump islands and surrounding areas. 
Recommended mounting heights 12 ft. to 16 ft. high. 


ae Na 


Powerful, controlled 
Down Light 





+ ore gem pcre amen 
2 ee Fier e IEP 
, LEGS at 
x 





FLUORESCENT FLOOD LIGHTS 
For perimeter and area lighting. 
Recommended mounting heights 12 ft. to 16 ft. high. 








COMPCO corroraATION 1200N. Spaulding Ave. * Chicago 47, Illinois * U.S.A. 
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How to keep your Macks 
in like-new condition 


It’s easy to keep Macks up to their original matchless 
efficiency. You simply maintain Mack’s exclusive 
Balanced Design . . . in which every major Mack com- 
ponent is made—by Mack itself—to work in unison 
with every other part. 

How do you maintain Balanced Design? Insist on 
genuine Mack parts! They’re only a local call away— 
at your nearby Mack distributor or factory branch. 

Sure, other parts may “fit the hole’. But only 
genuine Mack parts are designed and tested by Mack 
engineers to perform like the original units... or 
perhaps better than an older original part... since 


Look for these signs on highways everywhere. 
They’re your assurance that Mack Parts and Mack 
Service are available wherever your Macks go. 


: 


Mack components are continually being improved. 

Remember. You operate the world’s best trucks 
when you own Macks. Keep them that way with the 
world’s best parts... made by Mack... made for 
Macks. Mack Trucks, Inc., Plainfield, New Jersey. In 
Canada: Mack Trucks of Canada, Ltd., Toronto, Ont. 


MAC K 


FIRST NAME FOR 


TRUCKS 


FACTORY 
BRANCH 
NCCT > MULES AHEAD. 


he. 4 
ia 
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RUSTY ENGINE—MERCHANDISING PROOF. The well-known 
engine that was halved a few years ago by Dow has become an 
important part of many marketers’ merchandising programs. Here is 


dramatic evidence of what really happens inside a neglected cooling 
system. Here is proof for both dealer and car owner. Many merchandis- 
ing experts have used this fine demonstration in their programs. 


ANTIFREEZE: WHY DOW? 


Outstanding marketing support 
backs your sales program 


Dow believes it has an obligation to all customers over 
and beyond producing and delivering quality products 
on time. The extra obligation? To cooperate with cus- 
tomers in marketing their antifreeze. This takes the form 
of a coordinated marketing program designed to supple- 
ment and assist your own efforts. 


This additional Dow service takes many forms, Pictured 
on these pages are some of the more prominent activities. 
Promotional and advertising programs are carried on 
throughout each calendar year. The antifreeze market 
is under constant scrutiny. Dow’s recent depth study of 
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service station dealers received wide comment from the 
industry. 


Public Relations activities create added impression at the 
consumer and dealer levels. Sales training aids have been 
prepared for a number of years, and many marketers 
have incorporated them in their own programs. 


In fact, the purpose of all of these marketing tools is to 
help Dow customers sell more products—and not just 
antifreeze, but year around cooling system maintenance. 
Each tool is designed and prepared so that a customer 
can make good use of it in his own selling effort. 
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CONTINUING MOTIVATION AND MARKET RESEARCH PRO- 
GRAMS. The “Service Station Dealer” study illustrated at left was one of the 
first major probes into the psychology of the service station dealer, This report 
was presented to all oil marketers by Dow. It illustrates the type of activity Dow 
is interested in conducting to cooperate with its customers. Most of Dow's studies 
are on markets, however. Complete antifreeze market research studies are con- 
ducted annually and other studies of a related nature are continually in progress. 
reat The dota obtained is of material benefit to customers and the industry. 
DEALER 


© Mt mt CEN wruery 


water annus 


HARD-HITTING PROMOTION AND ADVERTIS- 
ING SUPPORT. National Spring and Fall advertising 
and promotion programs have been used to stress cooling 
system care and importance. In an effort to help customers 
gain greater sales, Dow works to increase the total glycol 
antifreeze market. In this way, Dow customers and the 
industry as a whole benefit. 


TRAINING AIDS FIT CUSTOMERS’ PROGRAMS. Special meetings 


UNIT 1 with well-known marketers and training specialists have led to the improvement 
of new training aids, designed to blend into every marketers’ scheme of training. 


This area holds much promise for the future, and antifreeze marketers are urged 
to consult with Dow on their cooling system training plans. There is a good 


WHAT IS A hts " bese 
chance Dow can assist the rapid implementation of your training programs. 


MODERN COOLING 


SYSTEM? 


DOW CHEMICALS basic to automotive needs 


ANTIFREEZE °* BRAKE FLUIDS 
SYNTHETIC LUBRICANTS * HYDRAULIC FLUIDS 
VISCOSITY INDEX IMPROVERS 





THE DOW CHEMICAL COMPANY -: MIDLAND, MICHIGAN 
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... yet it costs you far less than expensive 
and bulky, single-purpose washing equipment! 





New... 
vera Clean 


POWER WASH 


No longer do you need special training, special wiring or expensive equip- 
ment to get your share of high-profit car wash business! Amazing new 
Graco Hydra-Clean not only washes cars fast but does many other jobs as 
well. And . . . cost is so low that even if washing cars were all it could do, 
Hydra-Clean would still be your best car wash buy! 


Washes cars really clean in 10 min- 
utes or less. Material cost is extremely 
low. Operator's work is far easier 
than with conventional methods. 


Washes lifts, stalls and lube equip- 
ment. Makes tune-up and mainte- 
nance a faster, easier and a more 
profitable task. 


Cleans motors in another quick 10 
minutes. Watch the extra dollars roll 
in once you offer combination car- 
and-motor washes! 


Spic-and-span drives and pumps 
help attract customers. Hydra-Clean 
loosens and flushes all unwanted 
materials away. 


Check into this complete, low-cost Hydra-Clean package 
. » choose either standard-duty ‘*200”’ or heavy-duty 
**500°’. Both include a famous Graco non-corrosive 


SEE PHONE BOOK YELLOW PAGES "LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 
® DETROIT 
TRinity 3-6900 
® HOUSTON 
CApitol 7-1771 


® NEW YORK 
RAvenwood 6-7620 
® PHILADELPHIA 


CEnter 6-2722 
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® ATLANTA 
TRinity 6-6374 


MArket 1-5941 


® WASHINGTON, D. C. 
W Oodley 6-7686 

® SAN FRANCISCO ® CHICAGO 

W Abash 2-0290 


Grit and grime literally float away 
from tractor bodies with Graco 
Hydra-Clean at work. Note the 
easy, One-man operation! 


4 
iy een “ 
Keeps station bright and clean, up- 
grades appearance. Cleans win- 
dows and woodwork, even smallest 
cracks and crevices. 


Caked wheel dirt disappears under 
high pressure Hydra-Clean spray. It's 
fine, too, for fast and easy cleaning 
of truck interiors. 


Even keeps rest rooms sanitary and 
spotless . .. another Hydra-Clean 
extra! Just try to do that with a high- 
cost, stationary car wash installation! 


air-powered pump and a starter package of Graco 
“‘Dirt-Tergent”’ Cleaner.Write for free illustrated Hydra- 
Clean brochure or see your Automotive Wholesaler! 


Minneapolis 13, Minn. 


Louglment ly 
GRACO 


GRAY COMPANY, INC. 


1232 Graco Square 
Phone FEderal 6-9331 
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Why you should stock 


and sell Purolator 


Your business growth depends on quality 


merchandise and sound, aggressive sales 


support—Purolator gives you the best of both 


Superior Products 

Today’s Purolator Oil, Air and Fuel 
Filters—the new, improved Super- 
Micronic filters—are 20% more 
efficient than any other leading make. 
This important advance is more than 
another example of Purolator leader- 
ship—it’s your assurance of consist- 
ently superior performance that 
protects your reputation for quality 
products and reliable service. 


National Advertising 
Purolator is the first in the filter in- 
dustry to use the tremendous sales- 
power of Network Radio. Week after 
week, during the year, Purolator 
reaches and sells nearly 5 million 
people right in their cars and 10 mil- 
lion in homes, over the NBC “‘Moni- 
tor’’ Network. That means Purolator 
is talking to your customers over the 
NBC station in your area, while 
they’re driving, to give you local-level 
support that means business. 


Sales Promotion 
Count on Purolator for the most 


effective programs and promotions. 
Purolator’s traditional Spring Filter 
Check Time, for example, is a key 
sales-building activity of thousands of 
outlets from coast to coast. Free, 
attractive posters, displays and litera- 
ture give you a complete package for 
profit. And all through the year you 
can look to Purolator for timely sell- 
ing support that means greater volume 
and profit for you. 


Modern Merchandising 

The exclusive ‘“‘Seal of Protection”’ 
sticker is just oneexampleof Purolator 
merchandising leadership in the filter 
industry. 

The ‘‘Seal of Protection”’ is the one 
and only vehicle today that constantly 
reminds your customer and you when 
it’s time for a filter replacement. A 
“Seal of Protection”’ sticker is packed 
in every Purolator filter carton. 
Simply put it on the door jamb or 
under the hood to make every sale a 
repeat sale. 


Practical Selling Tools 
Results are the measure—and Puro- 


lator’s sales aids are undoubtedly the 
most successful and rewarding in the 
filter industry. The exclusive Filtair- 
Chek is helping to make Purolator 
Dry-Type Air Filters the fastest sell- 
ing, most profitable line in the 
industry. Yet, the cost of this amaz- 
ing sales device can be measured 
in pennies. 

The new and exclusive Dispens- 
Air-Rack is further evidence of Puro- 
lator leadership. This practical rack 
provides two-way service as a display 
and a complete filter department. 
It stocks both oil and air filters— 
makes selection easy—signals filter 
inventory needs at a glance—saves 
time and money. 


Product Acceptance 

Today Purolator filters are probably 
the best known brand in America. 
Remember, too, that more people 
buy Purolator filters than any other 
make—proof that the fast-moving 
Purolator line of filters for every car 
is your best bet for profit. 


**Purolator’’ and ‘‘Super-Micronic’’, Reg. U. 8. Pat. Off. 


PURQLATOR 


OIL, AIR & FUEL FILTERS 
PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Propane-sitive / UNICOR LHS’ 


proves superior as detergent, 
corrosion inhibitor 


or anti-icer!/ 


Added to your gasoline as anti-icer, UNICOR LHS does 
an effective job in preventing carburetor icing and consequent 
stalling. In addition, UNICOR LHS imparts greater 
detergency to your gasoline than the best competing additives 
—and at lowest cost. 
But in addition to improving the quality, and hence the 
salability, of your gasoline, UNICOR LHS performs these 
money-saving services for you: 
A surface active additive, soluble in all hydrocarbons including 
liquid propane, UNICOR LHS safeguards pipelines and re: 
equipment against corrosion. It is also a highly effective detergent — 
eliminates troublesome deposits in heat exchangers, promotes 
cleanliness of refinery equipment. 


| 

















Get the facts. 
triple-purpose 

or phone our Prod 
for information a 


30 Algonquin Road, 


UNIVERSAL OIL PRODUCTS COMPANY Des Plaines, Ill., U.S.A. 
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eliminates closing shock \ 


and leakage 


SP BONE SRR yt ete 


FOR AIRCRAFT SERVICING: 
1% in.—AA 4171-5 
2 in.—AA 4158-5 


Order your trial nozzle by number 


FOR FUEL OIL DELIVERY: 
1% in.—AA 4177 
1% in.—AA 4161 


ALUMINUM SWIVEL 
1% in.—AA 4188-125 
1% in.—AA 4188-150 


Order your trial nozzle by number 


Balanced action of new lightweight aluminum nozzle permits 
opening against 150 psi pressure with only one finger, is 
adjustable to various closing speeds without removing the 
nozzle from the hose, provides shockfree and leakproof 
closing under all operating conditions. Full streamlined area 
at all points offers unrestricted rate of flow under all operating 
pressures. And new lightweight aluminum swivel with nylon 
bearings can be supplied to eliminate kinks, twists or damaging 
tensions on the hose. 

Take advantage of this introductory offer! Try one of the 
new nozzles for two weeks. If you are not entirely satisfied 
with its operation, return it for full credit or refund. 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, 


DISTRIBUTORS 


PA. 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE,LOS ANGELES 11,CALIF, 
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NEW FROM DODGE FOR I960 


The thriftiest trucks, in the widest tonnage range, Dodge has ever built... 
including totally new cab-forward models with diesel or gasoline engines. 
Name your job. There’s a Dodge truck to do it. For Dodge has never had a line-up as great as this new 1960 
truck platoon. Spirited panels and pick-ups that deliver up to 200 horsepower. Rugged stakes with up to 
19,500 Ibs. G.V.W. Husky 4-wheel-drive models with wheelbases from 108” to 174”. All these and more make 


Dodge your smartest choice for efficient, low-cost hauling. And in the heavyweight class, Dodge introduces a 


completely new line of cab-forward models, trucks engineered to put real muscle into your biggest jobs, trucks 


whose new Servi-Swing fenders open with a 


simple latch and allow you to walk right up to the DEPEND ON 
engine! See your Dodge dealer. He'll be pleased 
TO SAVE YOU MONEY IN KS 


to give you the full Dodge truck story for 1960. 
A PRODUCT OF CHRYSLER CORPORATION 
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SWEPTLINE pick-ups head their class in looks; FORWARD-CONTROL chassis put famous Dodge VAN and other special bodies are easily accommo- 
dependability under the body of your choice. dated by most 1960 Dodge trucks. 


lead in load space, power. 4-wheel-drive optional. 


TRACTOR models with compact new 89%” BBC STAKE bodies from 744’ to 14’ are built by Dodge TANDEM units provide top hauling strength for 
pull longer trailers, bigger legal payloads. on models to 19,500 Ibs. G.V.W. dump and other extra-rugged operations. 
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ran wok DELCO’S 
PORTABLE 
“© MIXER DEAL 
Yt = GIVES YOUR 
00% FRESH DEALER A 
DELCO DRY CHAR 1.9.3 RECIPE 
wae §=FOR BATTERY 
PROFITS 


This is the sign that catches the eye of battery prospects. 
It’s all metal, all weather, all ready to bring battery buyers 
into your dealer’s place all through the season. 





This is the thermometer give-away. It’s fastened to a 
jacket which slips over the sun visor of his customer’s car 
and can keep his name in full view. 


This is the clincher—a portable electric mixer. Your dealer 
gives his customer a coupon with the purchase of a Delco 
DC-12 Battery. The customer fills it out, mails it to the 
mixer manufacturer with his check or money order for 
$9.49, and gets a $20.95 value mixer by return mail. 


That’s all there is to it. Delco takes care of all the details. The only mixer 
your dealer need handle is the one for display, and that one he can sell or keep 
after the promotion is over! Give the details to your Delco Battery dealers today. 


QUALITY-BUILT BY DELCO-REMY, DISTRIBUTED NATIONALLY THROUGH QRMIRMmuas GENERAL MOTORS LEADS THE WAY ... STARTING WITH DELCO BATTERIES 
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ed 
sA\ 


they Sates b 


Why you should see “The Sign of 


Our new 20-minute color motion picture, “The Sign of 
PLEXIGLAS”’ is now available for you and your marketing 
staff to see. It shows scores of successful PLEXIGLAs® signs 
—on location, where they are giving sales a real boost. 


Sales go up where PLEXIGLAs signs go up. This is the big 
reason why large and small companies alike are spearhead- Chemicals for Industry 
ing their advertising and merchandising programs with re 

a 


colorful, modern signs of P Lexigias acrylic plastic. 
COMPANY 


PLexieitas makes possible fresh new designs... insures 
superior legibility day and night... resists breakage and 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


weather . . . keeps maintenance costs low. 


If you would like to see “The Sign of PLexicLas” when 


we show it in your area, just write us on your company 4, canada: Rohm & Haas Conpeny of Conatia, Lat 


letterhead. West Hill, Ontario 
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ANOTHER) 


EVER-TITE 


FIRST! 

















Tight Fill System 


A NEW ADDITION TO THE EVER-TITE FAMILY 
—a complete 4” tight fill system 
for EVEN FASTER DELIVERIES 
than are possible through the use of kins cop 


Can be 
padlocked 


smaller size equipment 


Adapter 


Ever-Tite 
Fill Cap 


And remember — ‘ie 
EVER-TITE is still the leader in 


The 3’ EVER-TITE System for Tight Fill still leads all others 
because of ever-increasing demands by more and more companies 
who wish to take advantage of safer and faster tight fill deliveries. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 


Ask your distributor now, or write for full information. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 








The unique patented Ever-Tite sight gauge design is a part of all systems 
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IN WASHINGTON 





Tax Trend—Speculation that Congressional Democrats 
were getting ready to push tax reform next year as an 
issue in the election campaigns has been knocked down, 
in effect. Rep. Wilbur D. Mills (D., Ark.), chairman 
of the House ways and means committee, says any 
changes in the present tax setup are “a long way off.” 
After two days of panel discussions with tax experts 
from a variety of fields, Mills says there’s general agree- 
ment that the income-tax base should be broadened by 
eliminating or reducing many current exemptions. He 
says the committee is exploring this and other possi- 
bilities. (For a look at what Congress holds in store 
for oil marketers next year, see page 88.) 

TBA Hearings—Rep. James Roosevelt’s (D., Calif.) 
House small-business subcommittee begins Dec. 9 
three days of hearing on purchase and sale of TBA 
by gasoline wholesalers and retail dealers. No hearing 
dates have been set yet for Roosevelt’s pending exami- 
nation of other distribution practices in the petroleum 
industry. 


AROUND THE COUNTRY 





Capital Spending—Oil-marketing companies plan to 
spend $33-million more for new plants and equipment 
in 1960 than they did in 1959, reports the McGraw- 
Hill Economics Dept. That’s a 7% increase over 1959, 
from $469-million to $502-million. American business 
in general plans to spend $37.3-billion in 1960 for 
new plants and equipment. This is 10% more than 
estimated for 1959. The oil industry as a whole plans 
to spend 1% less than it did in 1959, McGraw-Hill 
says. Here’s how industry figures break down: 
(million dollars) 


1959 1960 % Change 
1959-60 
Oil Industry 5,220 5,154 —1 
Production 3,675 3,528 —4 
Transportation 298 298 0 
Refining 692 754 +9 
Marketing 469 502 +7 
Other 86 72 —16 
* 


‘New’ Humble’s Sales VP—The top marketing spot 
in the new Humble Oil (Del.) will go to D. Woodson 
Ramsey, recently named vice president and director. 
As coordinator of Jersey’s worldwide marketing activi- 
ties, Ramsey has been Jersey’s top marketing official 
on a world basis. 

ey 


Credit Card for Private-Branders?—Private-brand 
oil marketers may be getting into a national credit- 
card service. The Society of Independent Gasoline Mar- 
keters of America reports it’s considering a plan “that 
will give members an equal opportunity with competi- 
tors to participate in this fast-growing service.” 
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Station Building Plans—An NPN spot-check of oil 
marketers indicates that station building in 1960 will 
continue pretty much at this year’s pace. No curtail- 
ments have been reported, and a few companies indi- 
cate they may step up their station building slightly. 
Expansion is considerably below what it was in the 
mid-50s, when stations were going up at a record clip 
(Gulf erected about 4,000 in two years). The rate 
tapered off in 1958. 

Several majors report they will carry their station 
building into 1960 on the same scale. For example, 
a West Coast major will complete 105 this year and 
plans 105 next year. A Mid-Continent semimajor ex- 
pects to put up between 100 and 120 in 1960. A Mid- 
west independent plans to go from 14 this year to 28 
in 1960, carrying out a delayed expansion program. 
Another major will build 70 stations, though it feels 
it should open 120 a year to tap its share of the grow- 
ing market. 

Modernization of existing units will continue to be 
an integral part of most building programs. 

2 


New Territory—A Mid-Continent oil company will 
jump to the East Coast early next year. An agreement 
now being worked out calls for the company to operate 
stations at a chain of discount centers. (See special 
report, page 109.) 


Fair-Trade Setback—Gasoline fair-trading is collaps- 
ing in North Carolina. Late last month Esso discon- 
tinued fair-trading there. It was considered almost 
certain that the six other fair-trading majors—Gulf, 
Amoco, Sinclair, Atlantic, Pure and Phillips—would 
do so, too. Gasoline fair-trading was started in North 
Carolina early last summer. In explaining its action, 
Esso said fair-trading is no longer workable there. 
(For a report on dramatic events leading up to Esso’s 
move, see page 22.) 


Skid-mount Stations—Knox Oil Co. has opened in 
Cleburne, Tex., a station that combines a new, low- 
cost prefab building unit with a prefab pump island 
unit. Knox calls it phase two of the skid-mounts, says 
its new design will provide outlets at considerably less 
cost than conventional stations. (For details on the 
skid-mount trend, see NPN-June p87 and July p95.) 


Resid Market Scrap—Higher prices for gasoline, 
home-heating fuel and lubricants will be the eventual 
result of barring residual fuel from its Eastern utilities 
markets through lower freight rates for coal, says 
Harry B. Hilts, secrgtary of Empire State Petroleum 
Assn. He asserted ir an argument before Interstate 
Commerce Commission that temporary low oil prices 


don’t justify proposed 50¢ a ton cut in coal freight 
rates. 


More Ahead of the News 
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Ahead of the News 





Blending Spreads—Apparently pleased with results 
of a test, Signal Oil & Gas Co., Los Angeles, is ex- 
panding use of gasoline blending pumps. Signal seems 
embarked on a program of putting blending pumps in 
its Hancock and Norwalk stations in Nevada, Califor- 
nia, Arizona and Oregon. Right now Signal is introduc- 
ing them in Redding, Chico, Sacramento, Stockton, 
Modesto and Merced, Calif.; it will use them in the San 
Francisco Bay area early next year. Signal has pur- 
chased more than $1-million worth of Wayne pumps. 
It introduced them in Las Vegas last September (NPN 
—Sept. p100). For other blending-pump developments, 
see pages 19, 21 and 116. 


Oil-Heat Research Group Expands—Operation Oil 
Heat Associates, a jobber-sponsored research group 
set up to develop low-cost burners and improved oil- 
fired, hot-water heaters, is now finding support for its 
program among secondary suppliers. Coastal Oil Co. 
and Hess Inc., two New Jersey suppliers, have become 
OOHA members. Other new members include termi- 
nal operators, jobbers and jobber groups. 

* 
Coin-Operated Pumps Fizzle — Humble Oil has 
abandoned a tryout of coin-operated gasoline pumps 
at a station in Houston, Tex. (NPN—Oct. pi14). 
Magnolia is reported to have tried one and discontinued 
it, too. 

2 
Data Shortcut—National Data Processing Corp. of 


Dallas is working on equipment that will record on 
tape all information that goes through standard adding 
machines, calculators, and other data-processing equip- 
ment. The device would permit small firms like oil 
jobberships to have the tapes processed outside at 
relatively low cost. 


New NOJC Convention Format?—The _ traditional 
committee system used in business sessions of the 
National Oil Jobbers Council conventions may be on 
the decline. A special agenda subcommittee recom- 
mends that two half-day sessions at the next meeting 
be devoted to “forums and similar methods aimed at 
improving jobber operations and stimulating new ideas 
for greater profits.” This proposed change is a symptom 
of the dissatisfaction many jobbers felt toward the No- 
vember sessions, sometimes mechanical (see page 75). 


Gasoline as a Premium—Customers at A&P super- 
markets in West Virginia now get coupons redeemable 
for gasoline. For every $2 worth of groceries they buy, 
they get a coupon good for 3¢ worth of gasoline at a 
local station. Store managers like the results the promo- 
tion has been getting. The move is surprising since A&P 
has a reputation for conservative marketing, has never 
offered trading stamps. Masterminding the scheme is 
an Atlanta advertising agency. (See page 109 for a 
special report on new competitive factors in oil mar- 
keting.) 
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Service-Station Count—Although preliminary figures 
indicate the number of service stations increased to 
193,948 in 1958—from 181,747 in 1954—late reports 
will bring the final figures up to 200,000 to 205,000, 
says the U. S. Census Bureau. One thing the early 
figures show (which will probably not be changed by 
later figures): The small service station without a pay- 
roll is disappearing. In 1954, some 67% had paid 
employes; in 1958, 73% had. 


Jobber Prosperity Ahead?—No marketers in the 
U. S., in or out of petroleum, face a better chance to 
increase sales than oil jobbers, Gulf’s senior vice presi- 
dent C. J. Guzzo told the Colorado Petroleum Mar- 
keters Assn. Guzzo said, “I predict you’re soon going 
to find yourselves entering the most prosperous days 
you have ever known.” He added, “You can rely abso-~ 
lutely on a built-in increase in petroleum markets for 
10 years to come.” Guzzo said the best way for job- 
bers to capitalize on the future is through “re-creation 
of the present dealer and direct marketing force into a 
superior selling organization through training.” 


TBA Coercion—After three years of taking evidence, 
a Federal Trade Commission examiner has ruled there’s 
nothing wrong with the commission override plan of 
TBA marketing. On the other hand, he ruled that 
three oil companies have coerced some of their dealers. 
His cease and desist orders against Texaco, Atlantic 
and Shell, as well as his dismissal of charges against 
Goodyear, Goodrich and Firestone, now go before the 
full commission for review. 


Show Shift?—Oil-Heat Institute of America is look- 
ing into the possibility of changing the location of its 
biennial oil-heat and air-conditioning show for 1962. 
In addition to New York, other cities that will be 
looked into are Cleveland, Chicago, Detroit and Mil- 
waukee. Exhibitors at the 1960 show in New York 
will also be asked to express their preference of cities. 


New Mobil Marketing Posts—Mobil Oil has created 
three new positions in its marketing department. The 
change is an upshot of Mobil’s merger with Magnolia 
and General Petroleum. The new assignments: resale 
programs manager, George A. Klaffky, Minneapolis; 
resale development manager, William E. Greeley, Buf- 
falo; fleet sales manager, William V. Butler, Buffalo. 


* 
IN DETROIT 


Diesel Cabs Hailed—‘“The diesel engine will replace 
the gasoline engine in taxi operation,” says Robert 
Ross, operator of 59 Checker taxis in Detroit. He 
reports fuel savings of $472 in about 25,000 miles of 
operation on identical Plymouth cabs, one using a con- 
ventional gasoline engine and the other a Perkins diesel. 
(For more on diesel-cab prospects, see page 133.) 
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Petroleum Indicators 








STOCKS 
MILLIONS OF BBLS. YEAR AGO 


NPN PRICE AVERAGES* 


Refinery /Terminal 


(¢ per gal.) 
Nov. Oct. Nov. 
1959; 1959 1958 





Gasoline 

(regular) 11.47 11.57 11.58 
Kerosine 10.90 10.75 11.11 
Distillate 8.76 8.69 9,55 
Residual 4.50 445 4,57 
4 principal 

products 8.95 8.96 9.15 
Lube oil 22.55 22.13 21.53 
Crude at well 

($ per bbl.) 2.84 2.84 3.01 











— 


*Weighted average price, principal 
RESIDUAL markets. Crude prices middle of 
month, not monthly average. 
tThrough Nov. 2(). 


























MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Nov. 1959* Oct. 1959 Nov, 1958 
Finished and unfinished gasoline (thous. bbl.) 176,400 176,097 178,574 
Kerosine (thous. bbl.) 32,699 32,996 32,120 
Distillate fuel oil (thous. bbl.) 178,913 181,557 161,192 
Residual fuel oil (thous. bbl.) 57,990 58,104 66,223 
Crude oil—B. of M. (thous. bbl.) . 253,948 256,299 257,546 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,649 7,776 
Foreign crude included (thous. bbl. daily) 1,002 989 
% of refinery capacity operated hs 78.8 81.5 
Refinery Output 
Gasoline (thous. bbl. daily) 3,866 4,028 
Kerosine (thous. bbl. daily) 287 350 
Distillate fuel oil (thous. bbl. daily) ..................... 1,702 1,812 
Residual fuel oil (thous. bbl. daily) 831 979 
Crude Supply 
TU. S. crude oil production (thous. bbl. daily) 6,853 6,984 
Crude oil imports (thous. bbl. daily) 988 968 


*Through Nov. 13. 
tAlaska included in 1959, not 1958. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
Exports of crude and refined products (thous. bbl.) 6,935 (Aug.} 
Average station gasoline price, ex tax (¢ per gal.) 20.70 (Nov.) 
Service station sales—all commodities ($-million) 1,445 (Oct.) 
+Gasoline consumption (million gal.) 5,724 (July) 
Passenger cars—domestic shipments (thous.) 221 (Sept.) 
Trucks and buses—domestic shipments (thous.) 65 (Sept.) 
Passenger car replacement tire shipments (thous.) 5,850 (Sept.) 
Replacement battery shipments (thous.) 2,728 (Aug.) 
Oil burner shipments (thous.) 54.1 (July) 


Alaska included in 1959, not 1958. 
tExcludes Alaska. 
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Supply and Demand 





Record Oil Demand 


Producers say yes, forecasting 
a peak of over 10-million b/d 


EMAND for U. S. petroleum products will 
average just above 10-million b/d in 1960, 
some economists forecast, a gain of 3.2% over that 
of 1959. This demand is almost double what it 
was at the end of World War II. The forecast is 
the annual report of the supply and demand com- 
mittee of the Independent Petroleum Assn. of 
America (IPAA). 

The gains in demand for individual products are 
expected to follow the trend pattern of the past 
few years, except in the case of residual fuel oil 
(see chart right). Excluding this product, petroleum 
demand will be 4.5% larger than it was in 1959. 
This is greater than the 4.1% estimated increase in 
1959 over 1958. 

IPAA forecasts that 1960 residual demand will 
average 1.5-million b/d, 2.4% lower than it was 
in 1959. Residual demand this year is 5.6% greater 
than it was last. Two reasons are assigned for the 
decline: 

1. The competition of coal and natural gas is 
increasing in the Eastern fuel markets. 

2. Prices may rise as a result of possible reduc- 
tions in supplies due to lower refinery yields and 
adjustments in imports. 

Crude runs will average 8,360,000 b/d, the 
IPAA committee estimates, 4.4% larger than they 
were in 1959. The volume and pattern of product 
stock inventories throughout the year is expected 
to be about the same as those of 1959. 

Here are outlooks for individual products: 


Gasoline—A 3.1% gain in domestic demand is 
forecast. This compares with an estimated 4.8% 
increase in demand in 1959 over 1958. Demand 
will reach 4,415,000 b/d during the 2nd and 3rd 
quarters, the season of highest demand. 

Distillate—Demand for distillate fuel and kero- 
sine combined, the principal heating oils, is set at 


in 2 : 
Demand for U.S. Oil Products, 1955-60 
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2,226,000 b/d, 3.5% larger than that of 1959. 
The rate of increase in 1959 over 1958 is 2.5%. 
Requirements the first quarter of 1960, the peak of 
the space-heating season, is expected to average 
3,175,000 b/d under normal winter temperatures. 
Actual needs the first quarter of 1959 were 
3,093,000 bbl. 

Residual—More than half the domestic sales of 
this product for all uses are in the Eastern and At- 
lantic Seaboard states, where heavy competition 
from natural gas and coal is anticipated in 1960. 
The expected decline of 2.4% from 1959 is partly 
offset by the fact that 1959 demand, as now esti- 
mated, is 5.6% larger than the 1958 requirements. 

Other Products—Largest gains in demand for 
petroleum products continue to be recorded in this 
group. The anticipated gain for 1960 is 9.1% over 
1959; the increase in 1959 is 5.8% over 1958. 
This classification includes liquefied petroleum gas, 
jet fuels, lubricants, wax, asphalt, coke and mis- 
cellaneous products. Sales of LP-gas are now twice 
those of kerosene. 





1st Q 
Domestic 1960 


3,822 4,395 

468 172 

2,708 1,399 

1,800 1,353 

1,736 1,830 

9,479 10,534 9,149 


Total Exports. ... 248 237 249 
Total Demand. .. 9,727 10,771 9,384 


@nd GQ 
1960 
Gasoline........ 


Distillate 


Total Domestic... 





Forecast of 1960 Petroleum Demand* 
(000 b/d) 


*Prepared by the supply and demand committee of the Independent Petroleum Association of America. 


3d Q 4th Q 
1960 1960 


4,438 4,142 4,200 

206 416 315 
1,251 2,299 1,911 
1,224 1,626 1,500 
2,039 1,906 1,876 
9,151 10,382 9,802 


251 243 243 
9,402 10,625 10,045 


Total 7A Change} 
1960 rom °59 
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Want the Best in Remote Pumping? 


Specify Red Jacket ‘EXTRACTA™ 
for even Bigger Savings 


Red Jacket Pump Experience Pays You Big Dividends 


Petroleum marketers have learned that remote pumping offers many advantages 
—reduced maintenance of dispensing equipment, increased flexibility for future 
planning, elimination of vapor-lock, use of larger tanks farther from islands and 
reduction of investment. Those who have had experience with Red Jacket 
**Extracta” pumps have collected even bigger dividends. They have found that 
Red Jacket design gives them: 


« More pressure to push gasoline through longer lines and smaller 
piping, smaller dispensers and automatic nozzles. 
Easier installation since variation in tank bury depth can be allowed 
for in field. 
Plug-in motor—no disconnecting of wires to remove pump and motor. 
More sizes available—seven, from 1% through 5 hp.—a pump for 
every pumping job with capacities to 250 GPM. 

¢ Simplified Electrical controls—easier to install, fewer parts to service. 

¢ More pump quality for less dollar cost. 


Design features like these, together with Nationwide Service Facilities that 
include replacement stocks strategically located in all parts of the country, spell 
big dividends to users. These features have also made Red Jacket 44 HP pumps 
the most widely used in service stations for 3 consecutive years. Red Jacket 
Pumps are the result of over 10 years experience engineering and manufacturing 
4 and 6-inch submersible petroleum and water pumps and are made by the orig- 
inators of the 4 and % HP extractable petroleum pumps. Learn how Red Jacket 
Pump features can pay big dividends to you—find out about them today. 


\— RED JACKET = RED JACKET MANUFACTURING COMPANY 
% PETROLEUM EQUIPMENT DIVISION ~ Box 270, Davenport, lowa 


“petroleum 
pumping 
PE-49 equipment 
ae a ee ee BA. s « « © © » «© © » Contact your nearest RED JACKET REPRESENTATIVE for complete information » + + * 
Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. « R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Texas 
Henry D. Fairlie, 15 W. 44th St., New York 36, New York «+ R.L. Faubion, Sr., 2525 S. W. Blvd., Kansas City, Missouri 
Joe R. Mooney, 3162 Chartres St., New Orleans 17, Louisiana « E.P. “Ted” Mueller, 784 Jersey St., Denver 20, Colorado 
R. E. Sanderson, 221 11th St., San Francisco 3, California * A.R. Sedgebeer, 2711 So. Hill St., Los Angeles, California 
A.L. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois * Gardner Udell, 3820 N. College Ave., Indianapolis 5, Indiana 
Lee Vaughan, 3111 N. 34th Place, Phoenix, Arizona « C.E. “Red” Weaver, 4223 Cincinnati-Brookville Rd., Hamilton, Ohio 
John F. Young, 235-37 Spahr St., Pittsburgh 32, Pennsylvania + €E. “Al” Zahl, 1516 So. 5th St., Minneapolis, Minnesota 
Ken Dickinson—230 Aurora Ave., Seattle, Wash. 


oe Ce. SS 6-66.86 ©. Bb, 8.6.4 £22.64. 8 8 4 . oeeeeeeneeeeeeeeeneeeeeeneneneeeeeeee @ 


December, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 142) 71 








It’s time 
you 

got a big 
share... 


of Sinclair’s annual billion dollar sales 


You can — with a Sinclair distributor franchise. In Sinclair’s 36-state market- 
ing territory, many areas are now ripe for some alert businessman to take over. 


When you do, the entire Sinclair organization is primed to help you get rolling 
with financial and administrative aid, with assistance in bulk plant 
operation and service station development. 


To spur your salesmen and dealers in building extra fuel oil, industrial and 
farm gallonage, Sinclair puts a complete sales training package 
at your disposal. 


You’ll be tough on competition, too. The Sinclair brand is 
pre-sold by one of the most aggressive advertising 
and promotion campaigns in the oil business. 


Why don’t you find out just how you can 


share in Sinclair’s profit-paying billion dollar 
business? For the complete picture, write 4 : a C L Al Fr 


Refining Company 
600 Fifth Avenue, New York 20, N. Y. 
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‘Let's Go NOW... Not Later!’ 


|= IS RUNNING OUT on the heating- 

oil industry, but there’s still a good chance 
to save a rich market that’s been a great profit- 
maker for many years. 

The device for saving the heating-oil industry 
is simply a single organization that would unify 
the scattered segments and carry out an aggres- 
sive program. Practical plans for this over-all, 
or “one-roof”, organization have been worked 
out.* Almost all heating-oil industry leaders and 
many oil-heat groups involved have endorsed 
the plan. 


But now the plan enters a critical period: It 
must be implemented swiftly and effectively. 
That means a new constitution must be drafted, 
the scattered heating-oil segments welded into 
one organization, and a strong leader selected. 


That all takes time because there are obstacles 
—big and little. The existing organizations must 
arrange for their self-liquidation, a difficult task 
for any organization. No existing organizations 
will be incorporated bodily into the new organi- 
zations; only projects and some individuals will 
be transferred. 


The organizing committee must prepare for 
an orderly transition so there’s no interruption 
of the many activities. 


Perhaps most importantly, the many local 
heating-oil units must be convinced of the value 
of the “one-roof” organization. Their whole- 
hearted support is almost indispensable to its 
success. So an educational program will be 
needed to explain the function and objectives 
of the new agency. 


More than likely there will be undercover 
resistance from individuals who won’t benefit 
from the change or who don’t accept the “one- 
roof” concept. There are others giving lip service 
to the new plan who want to be counted as 


* For a report on the proposed organization, see p76. 
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supporters but who would like to see it scuttled. 


It may require some time to find the right 
man to run the new organization. First, he must 
be a strong man, capable of bringing the diver- 
gent segments together, mounting an aggressive 
program and inspiring enthusiastic support. Next, 
he must be imaginative and resourceful. Further, 
he must be patient and tireless. As a top fuel- 
oil executive comments, “This won’t be a 40- 
hour-a-week job, nor a sinecure for a retired 
oilman. This will take 50, 60 and 70 hours a 
week, much of it on the road.” 

The three main objectives. are clear and log- 
ical: 

1, Upgrading performance — Dealers, dis- 
tributors and major companies must raise their 
performance level to near perfection. This can 
be done through comprehensive, persistent edu- 
cation. 

2. Creation of a new image—It’s necessary to 
establish the fact that oil heat is modern, clean, 
safe and has many benefits. This can be done 
through forceful, creative promotion and adver- 
tising. 

3. Improvement of equipment—The immedi- 
ate need is for an efficient low-cost burner. This 
and other technological improvements can be 
accomplished through intensive research. 

Meanwhile, the two chief competitors are 
busy expanding at oil heat’s expense. Natural 
gas already has about 80% of the new-home 
market and is taking away a lot of old-home 
business. Electric heat reports its business near- 
ly doubled in the past year and predicts great 
gains in 1960. 

Time really is of the essence. Target date for 
the “one-roof” organization is July 1, 1960; and 
that won’t be any too soon. 

As a top fuel-oil man says, “Our slogan can’t 
be: ‘Let’s go—later!’ It’s got to be: ‘Let’s go 
NOW.’” 





aMMCO 


WORLD RENOWNED 





e 
po 
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$16,800 EXTRA ANNUALLY! 


Interested in increasing income, Al and Bob's Service Station of Chicago 
investigated the rapidly expanding Brake Service market. Sensing the profit 
potential in Brakes, they equipped their shop with a versatile AMMCO Brake- 
Shop-On-Wheels. The profitable combination of the correct equipment and 
merchandising now brings in 30 brake jobs a month and an extra $16,800 
annually from Brake Service alone. One job a week more than pays the cost 


of the equipment. And, with increased brake profits, they have realized HOW ONE SERVICE STATION GROSSES 
corresponding increased volume and profits in Gasoline, Oil, T.B.A. items, 16 900 AYEAR IN BRAKE SERVICE! 
’ . 


and other services as well. 


You, too, can put this powerful combination to work in your area. AMMCO's 


free new booklet tells you how. HOW TO INSPECT AND SERVICE BRAKES! 
REQUEST THIS BOOKLET TODAY . «+ Tells how Brake Service can 


greatly increase income .. . build profits for you. Includes important step- 
by-step tips on brake inspection and servicing too. 











AMMNMCO TOOLS, INC. 


2159 Commonwealth Avenue, North Chicago, Illinois 
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What Happened at the Chicago Meetings 


NOJC looks toward Washington; 
API makes progress on projects 


THERE’S NOT MUCH HOT out of oil marketing 
week in Chicago this year, but here are the high- 
lights: 

NOJC—In a lackluster meeting, National Oil 
Jobbers Council (1) made threatening gestures in 
«the direction of Washington; (2) chose E. K. Ben- 
nett, Longview, Tex. (Skelly), as president. He 
succeeds Miles M. Mills, Des Moines (Skelly). 


Other officers are George W. Calkins, Denver 
(Phillips), vice president; H. Halsted Park Jr., 
Katonah, N.Y. (Gulf), secretary; Richard L. Kuss, 
Springfield, Ohio (Bonded), treasurer. 


Many of the 339 registrants considered the busi- 
ness sessions mechanical. Others felt the quiet 
tone showed a growing maturity for NOJC. Few 
expected much of the Council’s threat to go to 
the Federal Trade Commission if API doesn’t 
respond favorably, within 90 days, to NOJC’s 
demand for an audit of major-company profit- 
and-loss figures. 

(API’s new board chairman, Jersey Standard’s 
M. J. Rathbone, says he believes such a study 
would be outside API’s legal field of action.) 

API—Four basic petroleum products are in a 
better position today because of a push received 
at the annual API (American Petroleum Institute) 
meeting last month in Chicago. Here’s the run- 
down: 

e@ Gasoline—A project, called “stimulate gaso- 
line demand study group,” is about to pay off— 
a year after it was established. The object was to 
create new markets for gasoline consumption. 

As a first phase, a $3-million cooperative ad- 
vertising program is contemplated. The program 


One Roof for Oil Heat: 


HEATING-OI® marketers are a lot closer to 
competing effectively against natural gas than they 
were a month ago. A strong trade association, 
which places key segments of the oil-heat industry 
under one roof, is almost a reality now. Target 
date is July 1, 1960. 

The three principal heating-oil groups have 
agreed to join forces: Oil Heat Institute of 
America, National Fuel Oil Council (NFOC) and 
the API heating-oil research project, established 
to improve equipment. Although these three groups 
have a mutual interest, they function separately. 

Under the “one-roof” concept, they will unite 
their efforts behind a strong association, equipped 
with clear-cut objectives. This seems simple and 
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will be presented to major-company marketing 
executives and advertising managers next month 
and to the API executive board in February. 

If the program is approved, advertisements de- 
signed to stimulate motoring will be published on 
a sustained basis in some consumer and trade 
publications. 


@ Motor Oil—A progress report says that the 
promotional program plugging the new motor-oil 
change formula is coming along nicely. Getting 
away from the old 1,000-mile oil-change recom- 
mendation, today’s suggestion is that oil be changed 
every 30 days in winter or 2,000 miles, whichever 
comes first; or every 60 days in summer or 2,000 
miles. 

e LPG—For the first time, a liquefied petro- 
leum gas committee is now functioning as a full- 
fledged API committee. Twin objectives will be: 
a study of LPG problems and improvement of 
liaison between LPG and other segments. 


@ Fuel Oil—A unified trade association, geared 
to do brisk battle with natural gas, now has the 
blessings of API. (For more details, see below.) 

Great frustration was expressed privately in the 
three distribution committees (jobber, commission- 
wholesaler and dealer), but no issues of any con- 
sequence reached the floor. New York jobber John 
Harper asked for advice on the problem of ex- 
cessive stocks but elicited no response from others 
on the usually vocal jobber advisory committee. 

Still trying to get off the ground, the commission 
wholesalers advisory committee appointed subcom- 
mittees to deal with specific problems, such as cost- 
reduction and self-appraisal. 

Highlight of the service station advisory com- 
mittee was the presentation of a study on trading 
stamps by Prof. Harvey Vredenburg, lowa State, 
who reported 33% to 40% of dealers use them. 


Almost a Reality 


logical, but it’s the culmination of months of 
negotiations and frustrations. And it won’t be a 
100% certainty until it’s a going organization. 
However, the big obstacles have been removed, 
and it’s now a matter of organization. 

A big step in the drawn-out negotiations was 
taken during the annual API meeting in Chicago 
last month when API accepted a recommendation 
providing for the establishment of a one-roof 
organization. This calls for the appointment of 
an organizing committee, composed equally of 
representatives from OHI, NFOC and the API 
research program, to draft a constitution and 
bylaws and to work out transitional details. 

A name for the new organization must be 





(Begins on page 75) 

selected. Originally, it was suggested that the name 
Oil-Heat Institute be retained because of its 
prominence and acceptance. Some feel, however, 
that the new organization should have a brand 
new name, demonstrating that this is to be a 
completely new organization. Among suggestions 
bruited about are: Fuel Oil Institute, Home Heat 
Council and Heating Oil Institute. 

The new trade association will work on an 
annual operating budget of $360,700, according 
to plans outlined at the API. This may be pared 
down, because it’s more than the combined budgets 
of the three existing groups—$296,000 a year 
(OHI, $105,000; NFOC, $120,000 and API 
research project, $71,000). Plans call for a staff of 
23, compared with the 20 now handling the three 
groups (OHI, 12; NFOC, 5.5, and API research, 
2.5). C. J. Guzzo, Gulf senior vice president, 
commented that it’s better “selling psychology” to 
offer a new product at a price less than the one 
being replaced. 

The new organization will be functional, not 
class-of-trade as advocated by some. Here are 
details of the one-roof plan as reported to API's 
fuel oil committee by L. S. (Len) Marshman, 
Mobil Oil, head of the task force that hammered 
out the recommendation: 


How It Would Be Organized 


It would be organized into three divisions, each 
with a full-time director, a paid staff and a 30-man 
advisory committee named by the executive com- 
mittee. 

1. Dealer marketing division. This would take 
in oil jobbers now in OHI’s distribution division 
and in NOJC. Main functions would be burner 
service schools, college curricula, sales training, 
dealer literature, manuals, insurance programs and 
management conferences. 

2. Promotion-communications division. This 
would include part of the National Fuel Oil 
Council. Main functions would be cooperative 
advertising, public information, movies, magazine 
articles and news releases. 

3. Research-technical division. This would in- 
clude refiners now in NFOC; researchers and 
technicians now with OHI’s technical division 
and API’s research activity; and burner, boiler, 
furnace and accessory manufacturers now in OHI’s 
manufacturing division. Main functions would in- 
clude manufacturing, product (fuel and equip- 
ment) development, lab coordination, new meth- 
ods, new uses, codes and ordinances. This division 
would be separated into domestic and commercial- 
industrial equipment sections. 

Previously the subcommittee had suggested four 
divisions along class-of-trade lines: manufacturers, 
dealers, refiner-suppliers, and research-technical. 

The objectives are implicit in the three divisions: 
(1) better training and education, (2) better pro- 
motion and communications, and (3) development 


of better cquipment and improved products 
through research. 

At the top would be a 60-man board of direc- 
tors, with representation divided equally among the 
divisions. 

Top officers elected by the board would be a 
chairman and two vice chairmen. Each division 
would be represented in one of these posts, with 
representation alternating among the divisions 
annually. 

A 12-man executive committee will handle day- 
to-day operations, with membership divided equally 
among the divisions. 

A finance committee would be composed of 
board members, with membership and voting rights 
pioportionate to the dollar support of the divisions. 

Operating head would be a president or manag- 
ing director. Under him would be a full-time secre- 
tary (legal, market research and statistics, account- 
ing, membership, expositions and office staff) and 
a treasurer (budget and finance), who will be an 
industry man. 

Proposed budget for the new group is $360,700 
a year. The breakdown: salari¢s $250,000, em- 
ploye benefit plans $25,000, travel and expenses 
$32,000, rent $15,000, light $1,200, telephone 
and telegraph $7,500, supplies and other expenses 
$30,000. 

Income would be about $360,000, with $305,- 
000 as dues (refiners $210,000, dealers $60,000 
and manufacturers $30,000) and $55,000 in other 
income ($30,000 from exposition and $25,000 
from sales of promotion pieces). 


Kinks to Iron Out 


Technically, no one is irrevocably committed 
to the new association. OHI officers endorsed the 
one-roof principle but have stipulated, as a con- 
dition, that OHI receive the representation it 
considers necessary for OHI’s and the industry’s 
best interests. Before OHI assumes an official 
attitude, approval must come through a two-thirds 
vote by its 80-odd manufacturing-division members 
and its 60-odd distribution-division members. 

OHI would like representation on the dealers’ 
division 30-man advisory board to be more heavily 
in the dealers’ direction. At present, that board 
includes 14 dealers, 8 refiners and 8 manufac- 
turers. This is one of the details that the organi- 
zation committee, made up of all segments, will 
have to iron out. 


Marshman of Mobil was lauded highly for his 
work in leading the task force that came up with 
the one-roof plan. Indicative of the importance 
attached to the undertaking, five marketing vice 
presidents attended the critical session when the 
fuel-oil committee met: S. C. Bartlett, Texas; 
Dwight Colley, Atlantic; Guzzo; Burt Pickard, 
Standard of California, and B. L. Ray, Esso. 

(For an editorial on the heating-oil situation, 
see page 73.) 
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General 


What's Ahead for Oil rn rr a 


Free competition is in danger 
unless you can make money on 
marketing, says professor 


“OVERSUPPLY is likely to continue so long as 
artificial controls and incentives prevent supply 
and demand forces from operating at the produc- 
tion level of the industry.” 

That’s one conclusion of Dr. Charles M. Hewitt, 
associate professor of business law, Indiana Uni- 
versity, following a three-year study of the econom- 
ics of the petroleum industry. His report* was 
made public at the fall meeting of the Indiana 
Independent Petroleum Assn. 

Other conclusions: 

e@ “The concentration trend in all levels of the 
industry will probably continue in the future. 

e@ “Some of the larger companies, however, will 
be harrassed by antitrust suits. 

e@ “Domestic producers—particularly Texans— 
are likely to engage in open political warfare with 
the international companies. 

@ “It seems certain that Texas will play a de- 
creasingly important role in the future.” 

Hewitt’s report is aimed at analyzing the prin- 
cipal forces shaping the present and future of oil 
marketing. He says this requires a consideration of 
certain problems at all levels of the oil industry. 
Here are some of his findings and observations: 

Production — Hewitt questions whether some 
changes should be made in present tax laws cover- 
ing crude production. 

He points out that observers outside the oil 
industry invariably hit on three major areas of 
criticism: 

e@ The so-called “rule of capture” could be 
modified to increase ultimate recovery rates through 
further use of unitization laws and wider well spac- 
ing. 

e@ Features of various state conservation laws 
have been labeled by Prof. Eugene V. Rostow of 
Yale as “clearly geared to maintaining crude 
prices,” Hewitt says. 

@ The 27142% depletion allowance is “unlim- 
ited in the sense that it continues for as long as 
the well produces no matter how many times the 
company may have recovered its total cost.” In 
1947, Hewitt says, oil companies deducted 13 
times as much through depletion allowance as they 
would have through cost depletion. 


He says some type of special tax advantage is 
justified for oil, but he questions whether develop- 


* Copies of the complete report are available free. 
Address requests to: Readers Service Dept., National 
Petroleum News, 330 W. 42nd St., New York 36, N.Y. 
Specify the “Hewitt report.” 
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Hewitt: Will branded jobbers resemble consignees? 


ment wells should be treated on the same basis as 
wildcats, and whether the present setup contributes 
to the “acquisition and merger trend and to con- 
centration of ownership and power at all levels of 
the industry.” 

Refining and Pipelines—A continuing pattern 
of major-company concentration in these two func- 
tions has gone on for years, Hewitt says. In 1920 
small independent refiners had 28% of total refin- 
ing capacity, but by 1950 they had only 15%. 

Hewitt charges that majors control the supply of 
crude through ownership of crude and product 
pipelines. He cites figures showing that from 1939 
to 1952 crude gathering ratios to crude production 
for Sinclair jumped from 188% to 253%; for 
Atlantic, from 104% to 275%; and for Standard 
of Indiana, 130% to 338%. 

“The concentrated control over pipelines has 
continued and increased,” says Hewitt. “The re- 
cent Department of Justice oil compact report im- 
plies that full independent common-carrier status 
(meaning divorcement) may be the only solution.” 

Marketing—The marketing segment, Hewitt says, 
substantially meets all the criteria economists re- 
quire for “workable” competition. But, he adds, 
“this condition can persist only so long as there 
are independent-acting marketers (both branded 
and unbranded), and in the long run this means 
these independent nonintegrated marketers must be 
able to earn a fair return on marketing alone.” 

Hewitt says marketing prices are “flexible” and 
profits “low” while production prices are “rigid” 
and profits “high.” 

Hewitt disputes the claim that even with tax 
advantages integrated companies average less profits 
than manufacturers as a whole. He says, “The full 
facts on profit and tax practices of the major com- 
panies are not available. . . . And even if crude 
profits are not unreasonably high—particularly for 





(Begins on page 77) 

the small domestic producers—the continuing over- 
all discrepancy between crude and marketing profits 
is a major source of problems in the industry.” 

“It is clear why the integrated companies are 
encouraged to concentrate on profits at the produc- 
tion level,” Hewitt says. “This is the level where 
the margins are wide and supported by law. This is 
the level of the intangible write-off and the deple- 
tion allowance.” 

What’s Ahead for Marketing—If the industry 
continues to concentrate on “artificially high crude 
prices and profits,” Hewitt says, there will be 
“adverse effects on independent marketers.” High 
prices, he adds, “will maintain incentives to find 
and produce from new and frequently unregulated 
sources at a time when the economic justification 
for such incentives is to be questioned.” 

The ratio of reserves to consumption is now 
nearly double what it was in 1940 and nearly four 
times what is said to be a desirable rate, he says. 
In addition, he points out, shale oil, which already 
is being used in Spain and Sweden, is available in 
virtually inexhaustible quantities here. 

“Common sense dictates that we import as much 
foreign crude as is reasonably possible. As one 
Socony official stated, it makes no sense for a 
nation with one-fifth of the reserves to produce at 
a rate four times that of the rest of the world.” 

Independence vs. Control — “The basic issue 
here,” Hewitt says, “depends on whether branded 
jobbers and dealers should or will integrate more 
closely with their suppliers and resemble consignee 
agents, or will move in the direction of more in- 
dependence. 

“The present merger and acquisition trend and 
the trend toward controlled outlets would imply 
that the branded jobber and dealer of the future 
and perhaps even the private brand will tend to 
become semi-integrated retail branches of their sup- 
pliers. If so, the public may well be the loser. 

“If, on the other hand, branded jobbers and 
dealers strive for and somehow achieve greater 
independence, there are several implications. A 
first step might mean a stronger franchise giving 
reasonable guarantees of adequate supply and fair 
treatment. The existence of independent refiners 
and private-brand jobbers would add to this in- 
dependence by affording branded jobbers and 
dealers alternate sources of supply and alternate 
opportunities for doing business.” 

In either event, Hewitt concludes, the road ahead 
will be far from smooth. He suggests that the issue 
of integrated competition “may be the next big 
economic and political issue of public policy.” 

“The key problem is. how to mesh the relatively 
high-margin inflexibility of supplier prices with the 
relatively low-margin flexibility of marketing prices 
without destroying the margins and opportunities 
for small business. The survival of the free enter- 
prise system may well depend on finding an equi- 
table solution to this problem.” 


Chassis-Lube Outlook 


After five more years of growth, 
oil may have to yield to Teflon 


FOR THE PRESENT the need for chassis lubri- 
cation is as great as ever. In fact, automotive 
grease demand may go up a little in the near fu- 
ture as car registrations rise. 

Eventually though, say in five years, we’re likely 
to see a downtrend due to the use of greaseless 
bearings. Those are the predictions of J. W. Lane, 
and C. F. Foell, Mobil Oil Co. Inc. Their paper 
on “Nonlubricated, Nonmetallic Automotive Bear- 
ings” was presented at the National Lubricating 
Grease Institute in New Orleans. 

Most promising of the new bearing materials is 
Teflon, described as having “an unctuous, slippery 
feeling which results from its low-friction property 
and practical absence of stick-slip. It is completely 
water resistant and therefore, when used as a dry 
bearing material, does not squeak when exposed to 
moisture. It may be used over a wide range of 
temperatures from about —320 deg. F to well 
above 400 deg. F.” 

Higher cost of the Teflon bearing and the prob- 
lem of sealing it against the entry of contaminants 
is holding up its adoption. When those obstacles 
are overcome we may see cars that will need no 
regreasing for intervals of 25,000 to 100,000 miles. 


Experiments on front suspensions seem to indi- 
cate that Teflon-lined joints can give superior 
performance compared with all-metallic, lubricated 
bearings. These findings, say the authors, are a 
challenge to grease makers to design a new grease 
that will improve the operation of the conventional 
metallic bearing. 

At the same time, the authors point out, cars 
now on the road represent an underdeveloped 
grease market. They suggest that both dealers and 
car owners need to be sold on the benefits of more 
frequent lubrication. 


Report from SIGMA 


INDEPENDENTS have a trade association “voice” 
and ought to use it, Phil L. Siteman, St. Louis 
(Site Oil) told the second annual meeting of the 
Society of Independent Gasoline Marketers Assn. 
in Chicago last month. 

Siteman, re-elected president of SIGMA at the 
meeting, spoke out against alleged inaccuracies in 
ascertaining the percentage of market held by pri- 
vate branders, and in defense of a 2¢ differential 
between major and private brand pump prices. 

Said Siteman, “Officials of the major oil com- 
panies, who have so often expounded the philoso- 
phy of equality in price only with the private 
brander, must be prepared to see the 2742 % deple- 
tion attacked if they follow such a route.” 
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Remember This? 


IT’S THE Petroleum Industries exhibition at the 1939 
World’s Fair. A joint venture of 14 majors, it was a 
standout. The next World’s Fair has now been sched- 
uled for 1964 in New York. Oil men are beginning 
to wonder what the industry will do this time. 


Electric-Heat Threat 


This growing competitor seems 
sure to cramp oil more in '60 


ANY WAY you figure it, the number of residen- 
tial and commercial installations for electric heat 
is increasing fast. 

A survey by Electrical World, a McGraw-Hill 
magazine, shows that electric heat will get at least 
78,900 new resistant-type installations in homes 
and 28,050 heat pumps in homes in 1960. This 
total of 103,005 residential electric-heat units rep- 
resents a major challenge in the home-heating mai- 
ket. In terms of oil heat’s performance in 1958 
(Based on Ojil-Heat Institute of America figures), 
here’s what electric heat’s share would be equal 
to: 

e@ 19% of the domestic oil-burner market. 

@ 55% of the new homes that went to oil heat. 

e@ 98% of the oil-to-gas burner conversions. 

e@ 103% of the oil-to-gas complete heating unit 
conversions. 

e@ 37.5% of all conversions to gas from other 
fuels. 

@ 545% of the total conversions to oil. 

The same survey indicates that the electrical 
industry will get 25,600 industrial-commercial in- 
stallations next year. This is equal to 92.3% 
of the commercial-industrial burners installed last 
year. 

Although electric heat has less than 10% of the 
total of central oil-heat installations, its rate of 
growth has been faster. The 833,050 electric-heat 
installations expected by the end of next year 
would be 2.62 times greater than the total in- 
stalled at the end of 1957. 
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General 


The Decade preven 


Business will be more stable, grow 
faster in the ‘60s, economists say 


THE ECONOMIC OUTLOOK for the decade 
ahead is bright. Business will get off to a _good 
start in 1960, and will grow during the decade at an 
average annual rate exceeding that of recent years. 

Gross national product (GNP), the total dollar 
volume of the nation’s business, will grow almost 
4% a year. Total GNP for 1969 will reach $700- 
billion, an increase of about 50% over the 1959 
level (in terms of 1959 dollars). 

There will be business fluctuations during the 
decade, but the economy will be far more stable 
than it has been in the past. Slumps that may de- 
velop will not turn into depressions of the type that 
hit the nation during the 1930s. 

Two important factors will foster the growth and 
stability of the economy in the decade ahead: 

e A steady rise in consumer spending. Higher 
average earnings and an expanding population will 
push consumer expenditures to about $465-billion 
by 1969, an increase of $155-billion for the 10- 
year period. 

e A sharp rise in business capital expenditures. 

Spending for research and development will be 
increased during the next decade. Expenditures for 
research and development rose by $6.5-billion dur- 
ing the 1950s. Even larger increases are in prospect 





THE YEAR AHEAD FOR OIL* 


% Increase 
Demand 1960 vs. ‘59 
Over-all 3.7 
Gasoline 4.3 
Distillate 2.4 
Residual 3.6 


* NPN estimates. 





for the future. Out of these enlarged efforts will 
come new and improved products that will stimu- 
late consumer buying and call for large capital 
outlays by business. 

Shortages of labor and rising wage rates will 
speed up plant automation. By 1969 the working 
force (people aged 15 to 64) will have shrunk to 
59% of the population (from 65% in 1930). Thus 
there will be a need for machines that can take 
over some of the routine jobs now being performed 
by both white-collar employes and factory workers. 
Spending in this area will also boost business levels. 

During the 1960s, business will be able to rely 
on more stable sources of funds. By 1969, depreci- 
ation allowances will provide about 75% of the 
funds needed for capital expenditures. Tight money 
and changing interest rates will thus have less of 
an impact on business spending plans. So business 
investment will follow a smoother path. 


1960 forecasts start on next page ==> 
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Business: Better than Ever 


Because of the steel strike, a sizeable volume of business is 
carrying over into 1960, extending the current business boom 


Most of the ground lost during the strike will be regained by 
® the end of March, and the economy will keep booming through '60 


USINESS ACTIVITY will climb to record highs in 

1960. Both industrial production and the gross 
national product (GNP), the total dollar volume 
of the nation’s business, will grow substantially 
over 1959 levels. 

GNP will pass the half-trillion-dollar mark, 
reaching an average $515-billion for the year. In- 
dustrial output, as measured by the Federal Re- 
serve Board’s index of industrial production, will 
rise 9% from the 1959 level to a record 173 (on 
revised basis) for the year. 

By every important gauge, 1960 looks like a 
good year for general business: 

e@ Business capital spending will show a marked 
increase. Spending for plant and equipment during 
1960 will top $37-billion—up more than $3.5-bil- 
lion over last year. 

e@ Bigger personal incomes will make for in- 
creased sales of consumer goods. Personal income 
after taxes this year will hit a new record, $358- 
billion—a 7% increase over 1959. 

e@ Government spending will also show a slight 
increase, coming to almost $103-billion. 





Here are NUT-SHELL FORECASTS 
in six key sectors: 


BUSINESS SPENDING 
A marked increase. May approach the record 
level of 1957. 

CONSUMER SPENDING 
With personal incomes at a new high, spending 
will be $22-billion higher than in 1959. 

GOVERNMENT SPENDING 
An increase of about $3.5-billion, to about $102- 
billion, mostly at state and local levels. 

HOME BUILDING 
Will decline 14% from 1959's 1.4-million com- 
pletions, under pressure from tight money. 

AUTO SALES 
May surpass the 7.2-million record of 1955. This 
would be a 17% increase over last year. 

CONSUMER DEBT 
Now at a record, will swell more in auto-buying 
surge. Tighter money will cut other new debt. 





Because of the prolonged steel strike, business 
activity actually dipped in the third quarter of 
1959. Industrial production and GNP fell from 
the record levels set in the months before the 
strike. 

Effects of the strike were at first confined to 
steel and related industries. In the final weeks, 
however, lack of steel slowed production in many 
important industries. In some industries, capital 
spending planned for the final quarter of 1959 was 
postponed. 

Production of some new model cars was held 
up. Automobiles originally slated for sale in late 
1959 thus won’t be getting to dealer showrooms 
until early next year. A sizeable volume of busi- 
ness scheduled for 1959 thus is being carried over 
into 1960, extending the current business boom. 

Most of the ground lost by business during the 
steel strike will be regained by the end of the first 
quarter of next year, and the economy will con- 
tinue to boom through 1960. Business and con- 
sumer spending will rise well above 1959 levels. 
Corporate profits and personal incomes pictures 
will remain bright. Sales of capital goods and con- 
sumer durables—especially cars—will set the pace 
of the business boom during the year ahead. A 
slight increase in government spending will give 
business a further boost. 


How Much Will Business Spend? 


Business investment (private construction plus 
expenditures on producers durables and additions 
to inventories) will rise sharply in 1960. As we 
went into 1959, many manufacturers, still hurting 
from the recession, were operating well below ca- 
pacity. Industrial production was still several points 
below the pre-recession high. Capital spending 
plans for 1959 thus were based on conservative 
estimates of future needs. 

By midyear, however, production had new rec- 
ords, and many manufacturers revised their spend- 
ing plans upward as they approached capacity 
operations. This trend will continue in 1960, and 
capital spending may approach the record level of 
1957. 

The McGraw-Hill preliminary survey of busi- 
ness plans for new plants and equipment, com- 
pleted in October, indicates that capital spending 
will increase by more than $3-billion over the 1959 
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level. Total capital spending for 1960 is now set 
at $37.3-billion. But revision of plans, which 
usually comes as final budgets are completed, will 
lead to further increases in outlay for capital goods. 

Business inventory building will again give the 
economy an important boost, adding about $7 bil- 
lion to the GNP level. 

Residential construction (counted as part of 
business investment) will, however, dip in 1960. 
Home building is one of the first activities to drop 
off under pressure from tight money. Prospective 
home builders, unable or unwilling to pay interest 
rates demanded by lenders, postpone their building 
plans. 

Borrowing will become even more difficult in 
1960. The number of housing units completed 
next year will be about 14% below the 1.4- 
million completions chalked up in 1959. 

The drop in home building will be partially 
offset by a slight increase in institutional construc- 
tion—churches, private schools, hospitals. 


Consumer Spending: A Bonanza 


Consumer spending for durables and soft goods 
will increase substantially in 1960, about $24- 
billion over the 1959 level. 

Both on a per capita basis and in total, con- 
sumers will have more money to spend than ever 
before. Total employment will increase by about 
1-million. Average weekly earnings will be higher 
because wage rates will be at record levels. And 
while the economy is making up for production 
lost during the steel strike, workers’ pay checks 
will be swollen by overtime earnings. Total per- 
sonal income after taxes will thus rise to about 
$358-billion—up 17% from the 1959 level. 

Consumer pessimism, generated by the reces- 
sion, was overcome by steady employment during 
1959. Quarterly surveys by the University of Mich- 
igan Survey Research Center indicate a steady 
brightening in the consumer outlook. This grow- 
ing consumer optimism about the future coupled 
with steady improvements in income is certain to 
boost sales of important durable goods. 

Automobile sales will show a sharp increase 
in 1960. Total sales of new cars may even surpass 
the record 7.2-million of 1955—a 17% gain over 
1959. Sales of other major consumer durables will 
also be up. The cut in home construction will 
mean a lower ceiling on potential sales of home 
furnishings and appliances, but sales of these items 
will still top 1959. 


What Government Will Spend 


Government spending will rise about $4-bil- 
lion in 1960, to $102.5-billion. Most of the rise 
will come from increased spending on the state and 
local levels, though federal spending will increase 
slightly. 
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Relaxation of tensions between the U. S. and 
Russia may lead to reductions in defense budgets 
in the future. But for now, at least, defense spend- 
ing will remain high through 1960, without any 
notable increase over last year’s level. 

But remember that this is an election year. This 
could have a significant effect on federal spending 
in the new fiscal year, which begins July 1. Con- 
gressmen will be more eager to pass public works 
measures affecting their constituents. There’s also 
likely to be more pressure for increasing federal 
housing expenditures in the new session of Con- 
gress. The President’s veto may be less effective 
in holding spending within budget limits in the 
next fiscal year. 


What About Money and Credit? 


Tight money could be troublesome for some 
businessmen in 1960. Most businesses will be able 
to generate sufficient funds internally—through de- 
preciation allowances and retained earnings—to 
finance planned capital spending. Those who must 
borrow will find (as they did in 1959) that lenders 
are becoming more selective and asking higher in- 
terest rates. 

Consumer debt, now at a record level, will be 
swelled even further by the surge in auto buying. 
The demand for credit to finance auto purchases 
will lead to even tighter money. It can begin to 
strain pocketbooks, as installment payments rise 
well above former record highs. Consumers are thus 
likely to become cautious in taking on additional 
credit burdens, and sales and production of major 
durables may begin to slow down late this year. 
But sales of producers’ durables as well as smaller 
consumer items and soft goods will keep the GNP 
growing into 1961. 
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BUSINESS OUTLOOK FOR 


Regional Business: 


OTHER INDUSTRIES 


OIL INDUSTRY 


PRODUCT 
DEMAND 


Over-all +4% 
Gasoline +5% 
Distillate +2% 
Residual +5.5% 


SUPPLY 
eo] ti i Rete) 4 


Motor fuel in bet- 
ter balance, pos- 
sibly tight in 
peak demand. 


PROSPECTS FOR 
KEY INDUSTRIES 


Over-all industrial activity 
up 6%. Economy will 
snap back after midyear. 
New England growth slow- 
er than Mid-Atlantic. 


DEMAND 
eo] th i Rete) 4 





Over-all +3% 
Gasoline +5% 
Distillate, 

no change 


Adequate, no 
problem. 


Over-all manufacturing up 
3%-5%. Textiles and 
autos good; food up 2%- 
4%; paper and chemicals 
up slightly if at all. 


Durables up 5% 
in Georgia, less 
elsewhere. 
Nondurables: Up 
3%-5%. 





Gasoline +3% 
Distillate +2% 
Residual +2% 


As loose as or 
looser than 1959. 


Boom year for steel, 
autos, rubber, electronics. 
Mail-order, farm equip- 
ment same as in 1959. 


Banner year for 
durables, heavy 
orders first half; 
nondurables 
slightly above 
1959. 





Over-all 


Continued sur- 
plus. 


Agriculture, distribution, 
light industry will decline 
after midyear. 


Depends mainly 
on oil; therefore 
hurt by oversup- 


ply. 





Over-all 
Gasoline 
Distillate 
Residual + 


Probably same as 
in 1959. 


Over-all manufacturing up 
about 5%. 


Durables and 
nondurables up. 
New orders up 
5%. 








Over-all 
Gasoline 
Distillate 
Residual 





Probably same as 
in 1959. Less sur- 
plus of residual. 





Over-all manufacturing up 
8%. Timber and cattle 
down; agriculture, aircraft 
and electronics same as in 
1959. 





Durables good, 
nondurables nor- 
mal, new orders 
rising. 
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The Outlook by Areas 


CONSUMER PROSPECTS 


FARM 
is Lele) 13 


Down 5%-10%. 
Prices weak because 
- Of over-production. 


Homes down 10%, 
commercial up 7%. 


UN- 
EMPLOYMENT 


Higher than normal 
due to rapidly grow- 
ing labor force. 


CONSUMER 
INCOME- 
SPENDING 


Income and spend- 
ing up 3.5%. 


CREDIT 


A little tight; tighter 
after midyear. 





Should hold even, 
with cotton and 
tobacco offsetting 
losses elsewhere. 


Homebuilding down 
5%-10%. 


Down 3% the sec- 
ond half. 


Income and spend- 
ing up 3%-4%. 


Money tight, but not 
seriously. 





Down 10%, same as 
1959 drop. 


Homebuilding down 
10%. 


Down to 4.5%, 
from 5.5% in 1959. 


Income and spend- 
ing up 5%. 


Money tight, inter- 
est rates up. 





Letdown from pre- 
vious boom. 


Up, but less than 
previous years’ 
gains. 


Some gain, but less 
than national par. 


Spending up, but be- 
low 7% gain in 
1959. 


Very tight. Prime 
rates. 





Up 5%. Grain and 
sugar-beet prices 
higher, cattle and 
sheep the same. 


Homes and commer- 
cial down due to 
tight money. 


Down slightly, to 
2%. 


Income up 2%, 
spending up 2% 
due to higher prices. 


Availability same as 
1959, interest rate 
up fractionally. 





Down 2%. Prices 
down, costs up. 





Homes and road 
building down, com- 
mercial up. 





Down to 4%, lower 
in California. 





Income up 5%, 
spending up more 
than income. 





Ample for short 
term loans, tight for 
long term. 
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Outlook for 12 Key Industries 


Many industries are headed for big gains in 1960. Here are thumbnail 
sketches based on exclusive reports from experts in each field 


Aircraft/Air Transport 
Manufacturers anticipate a 5% 
increase in over-all production 
next year, but estimates for indi- 
vidual companies vary greatly. 
Airlines look for record profits, 
an 18% increase in passenger and 
air cargo miles. The economics of 
jets will be decided in 1960. 


7 


Automobiles 


Domestic car sales will jump 
from 5.8-million in 1959 to 6.8- 
million in 1960. An_ estimated 
450,000 imports will be competing 
with domestic compact cars. Pro- 
duction, cut by the steel strike, will 
be up 40% for cars, 7% for 
trucks. 


7 


Chemicals 

This year chemicals and allied 
products became a $25-billion in- 
dustry for the first time. Look for 
a 10% hike in both dollar volume 
and sales in 1960. Plastic’s large 
gains will slacken; synthetic fab- 
rics, automobiles and new homes 
will boost sales. 


Construction 


New construction will be up 
almost 4% despite tight money, 
the steel strike and cut-backs in 
government spending. Repairs and 
maintenance will be up 7%. To- 
gether they constitute a $78-billion 
market. 


Electric Energy 


Industrial expansion and mod- 
ernization, commercial building 
construction, air condiitoning, new 
homes and booming appliance 
sales will boost electric energy 
consumption to 690-billion kwhr, 


=f ef <p 


Electronics 


Now the fifth largest industry, 
electronics, growing 10% a year, 
bids to become fourth with $11- 
billion sales. Defense business, 
55% of the industry, will be up 
7%; household use up 10%. 


a 10% gain. 


Food and Beverages 

The food and beverages indus- 
try registered a gain of over 4% 
in unit production in 1959, with 
the biggest gains in canned and 
frozen foods and meats. Food 
sales will be up 5% in 1960, 
beverages up 7%. 


Metal Production 


After two poor years, steel pro- 
duction will increase a whopping 
39% in 1960, but over half of .the 
increase will go to rebuild inven- 
tories. Shipments of nonferrous 
metals—aluminum, copper, zinc 
and lead—will average a 7% in- 
crease. 


Metalworking 


Despite the steel strike, the 
metalworking industries set new 
records in 1959. Production is up 
15% and dollar volume up 17%. 
Another big year is expected in 
1960, with production up 13%, 
dollar volume up 16%. 


Motor-Vehicle Fleets 
The upswing in the national 
economy means a good year for 
fleet operators. Truck sales will be 
up 10% due to delayed buying 
and more liberal state laws while 
passenger car fleets await the im- 
pact of the compact cars. For 
buses, intercity traffic is climbing 
again. 


Oil Drilling, Production 


There'll be about 52,000 holes 
drilled in 1960, a 4% increase. 
In development and production, 
emphasis will be on reducing unit 
costs through wider spacing, 


Railroads 


Hit badly by the steel strike, 
the railroads look to a better year 
in 1960, expecting a 5% rise in 
revenues (barring a strike of rail- 
road employes). Passenger reve- 


multiple well completions and 
secondary recovery. 


nues will continue to fall, but 
freight carloading will be up 6%. 
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Progress on Interstate Highway System 


——e=e Plans are being prepared or 

right of way is being acquired 
————= Construction is under way or completed 
—_— Fisting roads 


as of June 30, 1959 








Highways: Slower but Steady 


Road building will be somewhat reduced—to about 1959 levels. No 
major cutbacks. Investigations may pave the way for changes in '61 


foe NATION’s multibillion-dollar highway pro- 
gram will be subjected to a series of investi- 
gations next year that are sure to keep it in the 
headlines. But few major changes are likely. 

Here’s how highway administrator Bertram D. 
Tallamy sizes up 1960 for NPN: 

Federal-aid money pumped into the road pro- 
gram will amount to around $2.7-billion dollars. 
This is about the same amount spent in 1959, but 
it’s down some from previous years. The outlay is 
big enough, however, to keep the program going 
without any major cutbacks. 

States will be subjected to strict dollar controls 
on a quarterly basis by the federal government. 
This has already brought much criticism from the 
states and some members of Congress. 

Road construction from now on should be han- 
died more smoothly than it has been in the past, 
Tallamy says. The reason stems from the tempo- 
rary work stoppages states imposed this summer 
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while Congress was trying to raise more money 
for the program. Although the stoppages delayed 
construction work across the nation, they gave 
states a chance to get their programs in order and 
do advance planning. 

Much of the spade work on construction jobs 
such as right of way acquisition and route loca- 
tions has also been completed; so states can devote 
more time to the actual construction work, too. 

Progress will vary from state to state. States 
that have been building swiftly may have to slow 
down some. And states that have been dragging 
their feet may have to be prodded. 


How Much Investigation? 

On the national level, the highway program 
will undergo one of the most extensive investiga- 
tions since the mammoth public-works program 
was legislated back in 1956. 

But it won’t be until 1961 that changes in the 





BUSINESS OUTLOOK FOR 


(Begins on page 85) 

road program, if any, will be made. That’s the 
year the Bureau of Public Roads is due to give 
Congress a major report on how much the various 
classes of highway users will benefit from the new 
road system. Congress has openly stated that this 
report may provide the basis for a major overhaul 
in the financing arrangements for the multibillion- 
dollar federal-aid program. 

If there’s a reshaping of the financial structure, 
it’s sure to bring along a whole series of lesser 
changes, too. Such controversial matters as new 
design standards and changes in state-federal 
matching for the costly urban mileage are sure to 
be brought up. 

Until the basic issue of a new financial struc- 
ture for the program is ironed out, however, Con- 
gress has refrained from tampering with other ele- 
ments of the program. 


Who Will Investigate What? 


Here’s what you can expect in highway investi- 
gations: 

A White House study is already under way; the 
report is expected next spring. Two Congressional 
screenings are coming up. 

One thing investigators want to know: Are states 
adding frills that unnecessarily increase highway 
costs? This issue raises the question of whether 
there is enough control from Washington over the 
design of state-approved interstate projects. 

There’s sharp criticism that with the federal gov- 
ernment paying 90% of the cost of the program, 
states are putting frosting on highway designs. 

As the White House investigation rolls into high 
gear, Congress is getting set to run its own check 
on the road program. 

Rep. John A. Blatnik (D., Minn.), head of the 
House public works special subcommittee set up 
to investigate the road program, is doing spade 
work now. The committee expects to fortify itself 





Millions of Registrations 
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The Growth Picture, 1935-1970 
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with “solid facts” and then hold public hearings 
early in 1960. 

The tax-writing House ways and means com- 
mittee, under, the chairmanship of Rep. Wilbur 
Mills (D., Ark.), plans to dig into the highway 
program, too. 

Criticism of the cost of the highway program 
came to a head when Congress had to face up to 
the task of raising gasoline taxes to keep the road 
construction going on schedule. The result is a 
flurry of investigations into the costs of the mam- 
moth roadbuilding program in the hope of (1) 
finding a scapegoat and (2) making the tax decision 
easier next time it comes up. 


What Are the Hot Issues? 


Here are some controversial issues that will be 
hotly debated in 1960: 

e@ Urban vs. rural roadbuilding. One camp 
claims too much money is being pumped into high- 
cost, low-mileage urban projects instead of being 
used for “connecting” the major cities across the 
nation. Reports have attributed this view to top- 
level administration leaders. 

Another camp argues there’s not enough money 
going into urban construction. They say this is 
where traffic congestion is worst and where help is 
most urgently needed. 

e Building interstate highways through down- 
town areas. One complaint is that downtown con- 
struction adds too much to the cost of the program 
for the benefits it provides most motorists. Pro- 
posals have been made that such roads should not 
get full 90-10 federal-state funding. Where the 
benefits are local, the argument goes, the local 
area should pay say 20%-25% of the construction 
costs and cut the federal share by that amount. 

e Too-plush design. A top spokesman says the 
bureau has to issue repeated reminders to states 
to keep designs simple and to junk plans for com- 
plex structures. 
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Labor: Beset by Problems 


| Pogo: UNIONS will find it more difficult to 
organize new members in 1960 than at any 
time in the past 15 years. 

The Labor Reform Law of 1959 is blocking 
the way to new union invasions—particularly into 
small plants, service stations, garages, and the 
Main Street shops and service establishments. 

What the new law does is this: It rules out 
organizing devices that have been mainstays in 
campaigns by Teamsters and other unions to sign 


challenges of the court-appointed board of moni- 
tors, who have already succeeded in putting new, 
democratic election procedures into the truck 
union’s 900 locals. 

The monitors now are going after Hoffa himself, 
and may very well succeed if the Supreme Court 
upholds the right of the monitors to make cleanup 
moves within the Teamsters. The Supreme Court 
decides the issue in its current term. 


The AFL-CIO is smarting over the scant effect 


up small business. No longer can 
a union picket a plant to demand 
a contract from the employer 
unless it’s clear a majority of his 
employes want the union. No 
longer can the union require other 
already-organized employers to 
put pressure on the target em- 
ployer. 

Even Teamster president 
James R. Hoffa concedes, “This 
is going to hurt our organizing.” 

But this new obstacle doesn’t 
mean union officials are giving up. 
They aren’t calling off member- 
ship drives. The Teamsters, for 
instance, with 1.6-million mem- 
bers, are still going after service 
stations, garages, and the like for 
new members. And they will 


| RAC RR TOE LES TES BE APR 
ORGANIZING 
The new labor-reform law will make 


union organizing more difficult than it’s 
been in 15 years. 


RACKETEERING 


The government and AFL-CIO are out 
to get Teamster boss Hoffa. There’s a 
chance they'll succeed. 


BARGAINING 


The breakdown of collective bargain- 
ing seems almost certain to give govern- 
ment a bigger role in negotiations. 


INTERNAL WARFARE 


In a jurisdictional dispute between 
industrial and craft unions, oil workers 
are threatening to bolt AFL-CIO. 


its expulsion of the Teamsters has 
had on that union’s growing 
strength. The union federation is 
ready to pounce on Hoffa, or on 
his organization if he is swept 
away. 

Bargaining — The extra-tough 
steel, copper and dock strikes 
may provide the spark for Con- 
gressional action to block in- 
dustry-wide strikes. At very least, 
union officials face the threat of 
new Taft-Hartley legislation, di- 
rected this time at the apparent 
failure of free collective bargain- 
ing. 

The prolonged steel strike has 
taught the Eisenhower adminis- 
tration and Congress a hard les- 
son: When left alone, negotiators 


challenge the legality of the re- 
form law every step of the way. 


One thing is sure. The new situation will force 
a shift in union tactics. From now on the Teamsters 
and other unions will have to sell the individual 
employes on unions. The direct approach to the 
employer—the “top-down” method of organizing— 
is now banned by law. 

The new year will bring labor other problems. 

Some of these problems are shaking the very 
ground labor’s walking on, tending to put the unions 
on the defensive. How they’re solved will determine 
to a large extent what unions will be doing in 1960 
and the years to come. 

Here are three major issues that have labor’s 
brain-trust in something of a quandary: 

Racketeering—The cry is “Get Hoffa!” That’s 
the goal of the government as well as of the 
American Federation of Labor-Congress of In- 
dustrial Organizations (AFL-CIO). 

Hoffa and his key aides are now under federal 
investigation from the Labor Dept., the Justice 
Dept., and the Internal Revenue Service. 

Moreover, Hoffa is beginning to face the effective 
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can’t always be relied on to do 
their job, even in an industry as big and important 
as steel. Therefore, a new bargaining ingredient 
must be added. 

Dozens of solutions to this impasse are being 
suggested to Congress for consideration when it 
resumes early in January. They vary widely, but 
have one thing in common: a bigger role for 
government at the negotiation tables. 

Internal Warfare—The jurisdictional rivalries 
between the industrial unions and the craft unions 
within the AFL-CIO are flaring up again. 

The Oil, Chemical and Atomic Workers’ presi- 
dent, O. A. (Jack) Knight, is the industrial unions’ 
leader in its dispute with the craft unions. Knight 
charges that Meany is permitting AFL-CIO craft 
unions to invade the oil workers’ jurisdiction. 

If this rivalry isn’t settled, it could split the 
labor federation wide open. The oil workers have 
already gone so far as to take the AFL-CIO label 
off their union title. In addition, they have given 
Knight and his fellow executive-board members 
the right to disaffiliate from the AFL-CIO if they 
think it’s necessary. 





@ With a Presidential election coming 
up in 1960, party politics will play 
a key role in determining how 
Congress acts on oil issues. Rules of 
thumb: If the issue is complex or 
controversial, passage is unlikely. 
If it has broad popular appeal, 
passage is likely. Here’s how some 
key issues shape up: 


PASSAGE UNLIKELY 

S-11 Intricate and controversial, it can’t get far. 
Fair Trade Bottled up in two hostile committees. 
Divorcement Much too far-reaching for election- 
year action. 

Commercial Accounts A House group will air 
this problem, but nothing will come of it in ’60. 


Depletion Allowance Another push, mostly on 
‘principle,’ but no new law. 


PASSAGE LIKELY 


@ Minimum Wage Stands a good chance of being 
broadened to include service-station employes. 


@ Social Security Coverage for self-employed 
persons, in effect, is imminent. 


EXCEPTION: PASSAGE POSSIBLE 


@ National Fuels Policy In what may be oil’s 
toughest Congressional battle in recent years, a 
strong coal lobby is pushing for a guaranteed 
share of the fuel market. 


In Congress: 


—— BEHAVIOR next year, on the eve 
of a Presidential election, will be largely in- 
fluenced by party politics. 

Party leaders on both sides will be cagily gauging 
every legislative situation for its possible effects 
on the elections. 

This means that complex issues generally will 
be avoided. Party leaders will concentrate mainly 
on black-and-white issues easily understood by the 
mass of voters. 

Issues also will be selected because of their 
wide appeal: for example, minimum wage and 
social security. And these two proposals will have 
greater impact on oil jobbers and dealers than pre- 
vious laws in these fields had. 

Others issues of major interest to oil marketers 
aren’t likely to be resolved in 1960. These issues 
—such as S-11, federal fair trade, divorcement— 
are complex, and highly controversial within each 
party. They are the kinds of issues Congress doesn’t 
like to tackle, particularly in a year when the main 
concern is the upcoming big election. 

Also working against any settlement of these 
issues next year is the Congressional clock. Law- 
makers plan to leave the capital unusually early 
next year because of the July political conventions. 

Some oil-marketing problems will, however, get 
some attention. 


Jobber-Dealer Complaints 


Jobber-dealer complaints about a host of “unfair” 
supplier practices will be thoroughly aired by a 
House small-business subcommittee headed by 
Rep. James Roosevelt (D., Calif.). 

The Roosevelt investigation will, among other 
things, look into the practice of major suppliers 
undercutting oil jobbers in direct sales to com- 
mercial accounts. And possibly Sen. Estes Kefauver 
(D., Tenn.) will have his Senate antitrust subcom- 
mittee spotlight the problem, too. 

Divorcement of the oil companies’ marketing 
operations is threatened by Roosevelt to meet 
persistent and widespread complaints from dealers 
that they’re being driven to the wall by numerous 
unfair marketing tactics of the majors. The Roose- 
velt strategy is to prod the majors to “cease and 
desist.” 

As for outlawing the commercial-accounts 
practice or enacting divorcement legislation, Con- 
gress would move slowly, if at all. Divorcement, 
for example, is the kind of thing Congress would 
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study for several years. It’s regarded as a drastic 
proposal that shouldn’t be hastily acted on. And, 
of course, it’s a proposal that would run into stiff 
opposition. 

Next year, remember, Congress will be concerned 
with more popular issues and won’t be inclined 
to get bogged down in a lengthy struggle over a 
complex issue with limited appeal. 

Keep in mind also that in the unlikely event 
a divorcement proposal got as far as the White 
House next year, it would almost certainly be 
greeted by a Presidential veto. 

As for action by the Federal Trade Commission 
on commercial accounts, it’s not likely that in- 
creased pressure from Congress will change the 
FTC view that the practice isn’t illegal. 


S-11 


S-11, an intricate and controversial bill aimed 
at limiting the “good faith” defense in price dis- 
crimination cases, is likely to remain stalled in 
the Senate judiciary committee. Should its backers 
manage to tear it loose, it would emerge much 
watered down. And still it wouldn’t get too far. 


Federal Fair Trade 


Fair-trade legislation resides forlornly in two 
hostile committees. One is the House rules com- 
mittee, where influential Southern lawmakers regard 
it as a possible threat to “states’ rights.” The other 
is a Senate commerce subcommittee headed by a 
Southern Democrat, J. Strom Thurmond of South 
Carolina. 


Depletion Allowance 


The depletion-allowance battle is becoming an 
annual event like National Flower Week. A de- 
termined but not very influential band of Senators 
thinks the 27.5% tax exemption should be slashed 
to 15%. Only the smallest operators would be 
allowed the present rate. 

The antidepletion bloc in the Senate doesn’t 
expect to win next year but believes another battle 
must be staged if the issue is to remain alive and 
ground is to be gained for possible victory in 
future years. 

In the House, meanwhile, depletion will be 
studied by the tax-writing ways and means com- 
mittee as part of a long-range examination looking 
toward eventual reform of the entire income-tax 
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Party Politics Will Rule 


structure. The House committee isn’t expected to 
come up with any major recommendations next 
year, however. 


Minimum Wage 

The minimum-wage law stands a good chance of 
being broadened next year to include retail em- 
ployes. It would apply to service stations. For the 
smallest retail establishments, the $1-an-hour 
minimum would apply 18 months after the effective 
date of the law. Presently covered workers would 
get $1.15 an hour on the effective date and $1.25 
the next year. 

A good fight on this bill is likely to develop. 
The provisions may be modified somewhat, but 
the basic changes are expected to become law. 


Social Security 


Social-Security coverage, in effect, is slated for 
self-employed persons. The legislation is a tax 
bill: It permits tax deductions up to $2,500 per 
year for self-employed persons who set aside in- 
come for a voluntary pension plan. 

The bill has passed the House and is pending 
in the Senate finance committee. 


National Fuels Policy 


A national fuels policy is being pushed by a 
strong coal lobby and may develop into the oil 
industry’s toughest Congressional battle in recent 
years. Coal’s aim is to get the government to 
guarantee the coal industry a healthy share of the 
fuels market. 


Immediate goal of the coal interests is to estab- 
lish a Senate-House committee to draft a fuels 
policy. The Senate interior committee has already 
approved legislation to create the special committee, 
and a similar bill is pending in the House rules 
committee. 

The gasoline-tax issue isn’t scheduled for con- 
sideration next year, but the problem of financing 
the big interstate highway program may be debated 
extensively if a Presidential study group should 
come up with recommendations. These could either 
call for a cutback in the program or a boost in 
the states’ contributions. 

The tax question is slated for action early in 
1961, just before the recent tax boost is scheduled 
to expire and when cost-and-benefit studies by the 
Bureau of Public Roads are presented to Congress. 





BUSINESS OUTLOOK FOR 


~<4EEX-F°) 


Advertising: Holding Ground 


ECEMBER is a month of snowmen, mistletoe, 

Santa Clauses . . . and budgets. As advertising 
departments join in the annual dollar scramble, 
several trends appear for 1960 oil-industry advertis- 
ing: 

e@ Despite an estimated sales increase of 3.5% 
next year, industry ad expenditures will generally 
hold their 1959 ground. Boosts will be just large 
enough to cover consumer-media rate increases— 
estimated as up 8.3% in 1960. 

e@ Research men will be in their glory in 1960, 
as emphasis is placed on getting 100 cents worth 
of results out of each advertising dollar. Market 
and media research will be more important than 
ever before. 

e Stronger than ever is the realization that the 
service-station dealer must be brought into the 
picture early. Many majors will bring him in at 
the planning stage, briefing him on how and why 
he can capitalize on an ad campaign. His support 
will be sought and developed as a major factor. 

e@ Point of sale will receive extra attention. 
Station promotions and premium plans will get 
more budget dollars than in previous years. 


i> In case you missed it... 


Gulf Oil Corp. is moving its Jacksonville, Fla., 
storage facilities to a 38-acre site nearer the At- 
lantic Ocean. After a multimillion-dollar expansion 
project is completed, the terminal will accommo- 
date supertankers at a T-head dock. 


Tidewater Oil Co. announces its plans to start 
early next year constructing a 100,000-bbl. Dulk 
plant in Money Point, Va. The installation will 
include four or five tanks, shipping docks, ware- 
house, repair shop and offices. Cost: $500,000. 


Four men have purchased the bankrupt Queen 
City Oil & Refining Co., Dickinson, N. D. They 
plan to modernize the refinery and be back on 
stream next spring. Their high bid of $126,000 
was said to be less than 75% of appraised value. 


Petro Products Inc., an independent marketer of 
fuel and gasoline, and Sylvester Oil Co. Inc., dis- 
tributor of Kendall oil products, both of Mil- 
waukee, Wis., have merged. Petro is the surviving 
firm. 


With the tightening of the ad budgets, the in- 
dustry is already getting the feeling of a buyer in a 
“buyer’s market.” Media salesmen are making more 
visits. Their sales pitches are stronger and more 
detailed. Behind this is the realization that though 
most budgets will not increase, there will be re- 
allocating of money within the total figure. 

Oil marketers caught a glimpse of this approach 
at the API meeting in Colorado Springs when 
representatives of radio, television, newspapers, 
magazines, and outdoor advertising media spoke. 

The television industry’s claim of an almost 
3-million increase in oil-industry ad expenditures 
seems overoptimistic. Some majors are trimming 
their television programming, dropping network 
shows in favor of spot announcements that can be 
keyed to specific areas. And there is growing 
dissatisfaction over the difficulty of obtaining prime 
air time for commercials. 

Less optimistic media expect to stay at 1960 
dollar levels or even take slight cuts. 

As in the last two years, product advertising 
will take a strong lead over corporate or institu- 
tional advertising. a 


Ashland Oil & Refining Co. has acquired the 
Louisville Refining Co., Louisville, Ky., and its 
pipeline subsidiary at Owensboro, Ky. The pur- 
chase price wasn’t disclosed, but it’s said to involve 
millions of dollars, in cash and exchange of stock. 
Louisville’s refinery has a capacity of 8,000 b/d. 


It’s against the law in Iowa to dispense diesel 
fuel or LP-gas from a tank wagon directly into the 
fuel tank of a motor vehicle, according to a recent 
opinion of the state attorney general. 


Tidewater Oil Co. is building a $1.5-million 
propane, butane and natural-gasoline plant in the 
Hollyhood Homa Fields area of Louisiana. Liquid 
recovery will be about 1,030 b/d. 


Gasoline on sale at U. S. service stations in 
October averaged 99.2 octane number for pre- 
mium and 92.2 octane number for regular, says 
Ethyl Corp. Respectively, that’s 0.5 and 0.8 octane 
numbers above those of a year ago. 


New Jersey voters on election day said no to a 
plan to use surplus Turnpike revenues (from tolls 
and service-station royalties and commissions) to 
bail out commuter rail service. 
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THE LIGHTER SIDE 
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“FILL "ER UP” 


THE BRIGHTER SIDE... 


As an independent marketer, you give super service to 
drivers whose horsepower can vary from 360 to 1. And 
from Ashland Oil & Refining Company you get super 
service of a special kind. As the nation’s largest 
independent supplier of petroleum products, Ashland 
Oil understands and respects your independence. 
Here are a few of the benefits you get from a working 
agreement with us: 
e You get to do your job without interference. 
e You get effective merchandising plans and selling tools. 
e You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you... 
write, wire or call us today! 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 

CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 
Standard Bldg —DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., SE. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
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Brief But Significant 


Majors average nearly 20% net-profit gain ... Number of service stations grows... 
Private-brand outlets increase in North Carolina . .. Clark continues to expand 


Net profits of major oil companies 
were substantially higher the first nine 
months of this year than in the same 
period a year ago. Increases ranged 
from 2.8% (Ohio Standard) to 42.1% 
(Sun), averaging about 17.4% (see 
table below). 


SIGNIFICANCE: Gains were attributed 
to increased production, refinery runs, 
sales, and to continued belt-tightening. 


At least four oil-jobber associations 

are going on cruises to Bermuda for 

their spring meetings: New York 

separately, and North Carolina, South 

Carolina and Georgia together. 
SIGNIFICANCE: Caribbean cruises seem 
to be getting more popular among job- 
ber groups. Other associations are re- 
ported considering them, too. 


> Private-brand service stations are 
increasing in North Carolina. The 
number of registrations of new brands 
has been running three times what it 
was last year. 
SIGNIFICANCE: North Carolina oilmen 
attribute this growth to the fair-trade 
“umbrella.” It’s accompanied gasoline 
fair trading in other states, too. 


POhio Oil Co. is building a new 

195,000-bbl. products terminal south 

of Cleveland. The plant is expected to 

be in operation by early next spring. 
SIGNIFICANCE: This will enable the 
company to enter the Cleveland area 
with its Marathon brand. 


The number of service stations in- 
creased 6.7% from 1954 to 1958, says 
a new Census Bureau report. There 
were 181,747 in ’54 and 193,948 in 
58. In individual states, the increase 
was somewhat greater than 6.7%, be- 
cause the number of stations declined 
in 12 states. 
SIGNIFICANCE: The increase was 
greater than the 1.2% of the 1948-54 
period. At the same time, the total 
sa‘es gain declined between the two 
periods, from 66% to 26%. 


Service Stations on the Northern 
Indiana toll road can now offer dis- 
counts on gasoline and diesel fuel 
sold to truckers. The Indiana Toll 
Road Commission will absorb half the 
proposed 5¢ gal. discount on gasoline 
and is reducing rental payments about 
3¢ gal. for diesel fuel. 


SIGNIFICANCE: This is an attempt to 
halt declining truck traffic. Many 
truckers were leaving the toll road to 
buy fuels at discount prices. 


Clark Oil & Refining Co. recently 
completed a five-year expansion pro- 
gram with 60 service stations in the 
Detroit area and two district office 
buildings and a 5-million-gal. product 
pipeline terminal in Taylor Township, 
Mich. 
SIGNIFICANCE: Since 1954 this Mil- 
waukee - based private - brander has 
quadrupled the number of its service 
stations from 158 to 600. It’s now be- 
lieved to be the largest independent 
oil marketer in the Midwest. 


Tidewater Oil Co. has purchased 
Coast Oil Co., Elizabeth City., N. C., 
a Phillips jobber for two years. Con- 
sisting of four stations, 25 dealer out- 
lets and 50-plus commercial and farm 
accounts, the operations will be run 
by two consignees. 


SIGNIFICANCE: This is the first entry 
into North Carolina for the full line 
of Flying A products. 


>A major company has equipped sta- 

tions in one division territory with 

4-in. tight-fill couplings and has in- 

stalled 4-in. hose, meters and lines on 

tank trucks. Two other companies are 

starting similar programs. 
SIGNIFICANCE: Time saved by unload- 
ing at rates well above 300 gpm is 
worth the cost of replacing present 
standard 3-in. equipment. 


Fifty-six students are enrolled in 
petroleum distribution at Western 
Michigan University, Kalamazoo. Of 
these, 25 come from families with an 
oil-marketing background. Forty-eight 
are working toward a degree. 
SIGNIFICANCE: This is a substantial 
growth in enrollment. The course had 


only six students when it started in 
1956. 


> Merchandise at service stations was 

turned over 21.3 times last year, on 

the average, says the Census Bureau. 

In 1957 the average was 23.0. 
SIGNIFICANCE: Only eating and drink- 
ing places had a higher inventory 
turnover, 33.6. 





Company 
Tidewater 


Phillips 
Continental 
Atlantic Slits ata Ged ion dee 
Standard (Ind.) ............. 
Standard (N. J.) ..... 
Richfield (Calif.) ........ 
Ohio Oil Ms 





Net Profits 
(000 dollars) 


cosvccceces BRED? 
Sun Tes 
_ 77,386 

45,300 
23,975 
106,189 
.. 477,000 
18,189 

ne caie Se DR 
ee | 


*Compares with loss of $328,000 for corresponding 1958 period 


Nine-Month Report: Net Profits of Major Oil Companies 


% Change 


1959-1958 Company 


* Texaco 
+42.1 
+343 Pure 
+-34.0 Sinclair 
+-25.0 Imperial ..... 
+22.8 
+20.8 
+19.2 
+18.7 Gulf 
+16.9 Union 

Standard (Ohio) 


Socony Pe RR es 


Sunray Mid-Continent . 
Standard (Ky.) ... 


CRE DOPWIOE: GS cccocscaceusen 


coeb cneee. nee 


Standard (Calif.) 


Net Profits 
(000 dollars) 


nasa 6 vite ae 
123,000 
19,242 
35,025 
37,680 
30,783 


% Change 
1959-1958 


414.7 
+12.4 
+10.5 
+10.1 
+ 9.8 
+ 9.6 
+ 7.1 
+ 6.0 
+ 59 
4+ 45 
+ 2.8 
ofl 


27,301 
. 216,475 
19,900 
17,959 
180,115 
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How to get a bigger share of the diesel market 


Formulate superior diesel fuels using DuPont FOA-2 to reduce filter plugging 


When you add Du Pont Fuel Oil Ad- 
ditive No. 2 to your lower grade 
stocks, you cut down the rate of 
sludge formation and greatly im- 
prove the fuel. 

This is because FOA-2 is an ex- 
cellent dispersant and solubilizer. It 
reduces the size of insoluble residue 
particles. The tiny particles can then 
flow through the system and burn 
with the oil. Consequently, filter- 
clogging and injector-sticking are 
greatly reduced. 


Better filterability of 
FOA-2 treated fuel is 
shown here. The fil- 
ter at the left was 
clogged in a week’s 
use of untreated 
economy fuel. The 
clean filter at the 
right was used sev- 
eral weeks in an 
economy fuel with 
FOA-2 added. 
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Performance tests have demon- 
strated the effectiveness of FOA-2. 
For example, in one test with a 
heavy cycle stock treated with FOA- 
2, the engines ran for 35 days with- 
out changing filters and without ap- 
preciable pressure drop. Without 
FOA-2, the filters became blocked in 
one week. 

FOA-2 not only cuts sludge forma- 
tion, it often cleans parts where 
sludge has begun to build up. 

Being ashless, FOA-2 does not 


886. u. 5. pat. Ore 


Better Things for Better Living 
+ « « through Chemistry 


contribute to exhaust stack sparking. 

Because of its many outstanding 
advantages, Du Pont FOA-2 is now 
being widely and successfully: used 
by many oil companies in the diesel 
fuels supplied to the nation’s lead- 
ing railroads. 

Your Du Pont representative can 
fill you in with further details. Or 
you can write for more information 
to E. I. du Pont de Nemours & Co. 
(Inc.), Petroleum Chemicals Divi- 
sion, Wilmington 98, Delaware. 


Tetraethyl Lead 


and other 


Petroleum Additives 
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THIS IS 


THE WAY 


TO END 
“BATTERY 
ADJUSTMENTS” 





New Fox Powercharger enables operator to follow AABM* 
recommended procedure for activation charge and recharge... automatically 


The increasing trend in the number of batteries re- 
turned for adjustment can be reversed, and profits 
protected, according to a recent AABM report, by 
charging new dry batteries ‘‘until temperature reaches 
80°F,” 

In regard to recharging batteries that have been in 
service, the report says: ‘In many cases dealers are not 
recharging completely, but are merely recharging the 
battery just enough for it to function a few more days 
or weeks. . . . We recommend a high rate charger, 
equipped with a thermostat which automatically shuts 
off the charger when the acid temperature reaches 120°F. 
At this point the battery is fully charged.” 

A Fox Supercharger is equipped with a toggle 
switch which sets the automatic cut-off at 80°F for 
activation charging or 120°F for recharging. This elimi- 


*Ass'n. of American Battery Manufacturers, Inc. 


nates the need for using easily-broken glass thermome- 
ters and frees the attendant from constant visual checks 
to assure sufficient charge and prevent harmful over- 
charging. 

A simple Safetronic temperature detector, having no 
moving parts, is placed in a battery cell. The charger 
cuts off when acid temperature reaches 80° or 120°F 
according to the switch setting. As an added protection 
against overcharging, the charger will not operate if the 
attendant fails to insert the temperature detector or if the 
detector is removed from the battery for any reason. 


For a free copy of the AABM report, 
“Cold Weather Battery Problems,” phone, 
write or wire Fox Products Company, 4710 
N. 18th Street, Philadelphia 41, Pa. Tele- 
phone: DAvenport 9-2700. 


FOX METHODS AND EQUIPMENT 


FOR SELLING AND SERVICING BATTERIES 


(To obtain more data on advertised products see page 142) 
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EW Rockwell-Nordstrom 
Steel 1000-Ib. Round Opening Valve ... 


Spring seated plug has full round open- 
ing. “O” rings seal to atmosphere and 
Sealdport® lubricant grooves stop leak- 
age of lightest gases or heaviest fluids. 


The new Rockwell-Nordstrom 1000-Ib. in- 
verted plug valve is designed to give valve 
users all the proven benefits of lubricated 
plug valves, plus the advantage of a full 
round opening in smaller size valves. Here 
are just a few of the advantages of the new 
inverted plug valve: 


1. LOW TORQUE: “O” rings replace con- 
ventional packing gland . . . plug is lubri- 
cated for easy turning . . . rugged spring 
maintains perfect seating. 


2. FULL ROUND OPENING: No cavities 
. .. Minimum pressure drop . . . easy access 
for scraping. 


3. SIMPLE, RUGGED DESIGN: Com- 
pact dimensions save space, fewer parts 
mean fewer repairs. 


Rockwell-Nordstrom 1000-lb. round 
opening valves are now available in 2” x 
26’ size with API line pipe thread for 
production, pipeline, refinery, marketing, 
marine and process services; and with ex- 
ternal upset threads for Christmas Tree ser- 
vices. Also available in 2” size with flanged 
ends (300-lb., 600-lb. class). For complete 
details, see your supplier or send the coupon 
below. Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. Canadian Valve Licensee: 
Peacock Brothers Limited. 


SEND COUPON FOR COMPLETE DETAILS 


Lubrication makes the difference 


| 
| 
I 
ROCKWELL-Nordstrom VALVES : 
another fine product by © | 
| 

i 

| 

| 

| 

| 


ROCKWELL 


Rockwell Manufacturing Company 
Pittsburgh 8, Pa. 


[1] Please send Bulletin V-6 11 on the new Rockwell-Nordstrom 
inverted lubricated plug valve. 


[_] Please have a Rockwell Field Engineer call me for an 
appointment. 


Name Title_ 


Company __ Address __ 


a —————. 


a en 
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Among the millions of car owners who know filters by 
brand name, more rank FRAM first in quality 

than any other filter!* This is just one of the many 
reasons dealers find FRAM easier to sell. 
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HAST! 


Anyway you look at it... 
eZ’, FRAM ranks first! 


@ More drivers prefer FRAM @ More car makers O/L AIR FUEL WATER 


install FRAM @ More dealers are switching to FRAM daily 
—to get the extra sales that FRAM filters bring! am ; aM 


*Nationwide Survey, 1958 


FRAM CORPORATION, Providence 16, R. I. 
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Fuel Oil 


Can You Aftord More GPM's? 


Not all fuel-oil jobbers need or can afford 100-gpm delivery rates, 
but you can step-up truck output other ways for less. Here’s how 


ag Setanta JOBBERS. can boost gallon-per- 
minute delivery rates of present trucks and 
cut delivery costs without radically altering equip- 
ment they now have. 

“Not everybody is interested in 100-gpm de- 
livery rates,” says E. H. Lanthorn of Blackmer 
Pump Co. Some don’t need such high speeds and 
others can’t afford the complete change. 

But gpm rates can be improved without under- 
taking a complete overhaul. “You can gain 100% 
over 35 gpm at reasonable cost,” Lanthorn says. 
Here are some ways outlined by Lanthorn and 
others at a jobber’s management clinic: 

e Use larger diameter hose. 

e Use larger diameter nozzles 

e Change pressure setting on the bypass of 

positive-displacement pumps. 

e Use better vents and fill lines on home stor- 

age tanks. 


How Bigger Hose Helps 


You can get a minimum of 20% more gpm by 
changing to 1%-in. diameter fuel-oil hose from 
1%-in., says Phil Coonley of B. F. Goodrich. 

You may be able to pick up more gpm. “Re- 
ports coming back to us from those who have made 
the change show that some have gained as much 
as 58% in gpm,” Coonley adds. - 

How much you gain depends on how much hose 
you have on your reels. “The longer the hose, 
the greater restriction to flow,” Coonley adds. “So 
figure out how much hose you actually need. 

In using 1%-in. hose, you have to take more 
care in retiring a worn length of hose than if you 
were using 12-in., Coonley says. Most 1%-in. 
hose is two-ply construction while 112-in. is three- 
ply. Although both hoses are rated at the same 
operating pressure, a cut in one ply of a two-ply 
hose will reduce safe operating pressures more 
than a cut in a three-ply hose. 

That’s one reason to set up a regular hose main- 
tenance program, checking the hose at least once 
a month, Coonley says. “Make sure your garage 
man pulls all the hose from the reel when he in- 
spects it,” he suggests. 

Hose life can be increased at least 50% if you 
use a female coupling on the nozzle end of the 
hose, making it interchangeable with the coupling 
on the tank end, Coonley says. “Then when you 
begin to see braids at the nozzle end, you can 
switch it with the unworn end at the tank.” 

A spring guard at the nozzle will add to hose 
life, too, Coonley adds. 


What Larger Nozzles Can Do 


Along with larger-diameter hose, a well-de- 
signed 1¥2-in. nozzle will give you about eight 
gpm more, reports Lanthorn. 

Lanthorn and Otto L. Eriksen of Marlow Pump 
Co. say such nozzles should be slow-closing. They 
are mandatory where pumping speeds are 50 gpm 
or more, Eriksen adds. 

Quick-closing nozzles can cause shock pressures 
up to 800-1,000 Ib. While hose generally has a . 
built-in safety factor, repeated use of a quick-closing 
nozzle will eventually weaken hose, Eriksen says. 
Moreover, such high shock pressures can dam- 
age other equipment such as meters and pumps. 


Getting More From Pumps 


Output of positive-displacement pumps, Lan- 
thorn says, is not limited by the factory setting 
but by the rated pressure of meters. 

So if your meter can stand more pressure, you 
can get it from a positive-displacement by using a 
heavier spring on the bypass that will allow a 
higher pressure. But be sure to check with the 
pump maker because there may be a limit on 
how high you can go on pressure with the pump 
you now use. 


Why Vents Are Important 


No matter what you do on your truck to in- 
crease gpm, it’s money down the drain unless you 
check out vents and fillpipes on home tanks. 

Get rid of bad vents is the advice of Frank 
Scully Jr. of Scully Signal Co. This includes vents 
that have screens and vents that are capped. Birds 
have been known to build nests in such vents, 
clogging them partially or entirely. A partly clogged 
vent can become fully clogged due to condensa- 
tion. 

Scully says a new vent on the market has 50% 
more venting area than other vents now used. 
The new vent is made so that when pressure in- 
take is greater than pressure released through the 
vent, the signal overblows or fades out. “This tells 
the driver something is wrong in the tank or in 


‘the vent and that he should check further before 


putting any more oil in the tank,” Scully adds. 
Heating-oil jobbers should also pay some at- 
tention to better practices in installing fillpipes, 
says Charles Eyster of Goodling Electric Co., York, 
Pa. Faster deliveries can be assured only if fill 
pipes are straightened out by eliminating some of 
the elbow joints that were originally installed. & 
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Fuel Oil Memos... 


Instead of following others who 
had reduced prices of service poli- 
cies, Petroleum Heat & Power Co., 
Philadelphia, decided to maintain 
its price ($29.95) with an added 
feature: The company, at its op- 
tion, will repair or replace a burner 
at no extra charge. Half of the 
accounts with less expensive poli- 
cies ($18) selected the higher- 
priced all-inclusive policy. 





PSchaetzel Oil Co. of German- 
town, Wis., has built up a sizeable 
No. 2 heating-oil gallonage, among 
churches by offering a 1¢-per-gal. 
reduction as a “contribution” to 
the church and by guaranteeing the 
price on a year-round basis. 


>A New England heating-oil job- 
ber going into burner service con- 
tracts for the first time plans to 
simplify his operation by offering 
only one type of contract covering 
annual check-up, labor and parts. 


The amount of oil needed to heat 
a home has dropped from an aver- 
age of 1,832-gal. to 1,458 gal. in 
the past 10 years, according to 
studies of the National Fuel Oil 
Council. Credit new refining meth- 
ods, which have stepped up the 
heating value of oil, says NFOC. 


With social security payments 
going up from 2.5% to 3% by 
Jan. 1, now’s the time to post a 
memo on the company bulletin 
board calling employe’s attention 
to this boost. And it’s wise to tell 
them that your costs for social 
security payments are going up a 
like amount on the same day. 


Coastal Oil Co. of Newark, N. J., 
is urging its dealer accounts to go 
after the oil-fired water heater mar- 
ket. Dealer how-to information is 
contained in a 20-page multicolored 
sales presentation kit that covers 
performance, operating costs, com- 
parative water heating costs, ad- 
vertising copy and sales presenta- 
tion. The booklet is available to 
other dealers not in Coastal’s mar- 
ket area at $12 per copy. 


>Promotional pieces coming from 
Oil-Heat Institute’s distribution 
division have taken a new tack re- 
cently. Oil heat is now compared 
with competitive fuels—natural gas 
is one—with oil heat’s advantages 
played up. These pieces can be 
used by heating-oil jobbers to 
soften up gas users for the switch 
to oil heat. 


AFTER. A $350 spring-balanced arm brought speeds back to 550-600 gpm 


Better Bottom Loading 


HEAVY fuel-oil hose and driver 
objections to handling it need no 
longer stop jobbers who want to 
go to bottom loading at bulk 
plants. 

Norton Oil Co., a’ heating-oil 
jobbership in Phillipsburg, N. J., 
solved the problem by replacing 
flexible hose with a bottom-load- 
ing arm. 

Bill Norton, big brass of Norton 
Oil, went to bottom loading in the 
summer of ’°56 (NPN—Sept. ’56 
p119). At that time the country’s 
first jobber-owned bottom-loading 
bulk plant used a 3-in. hose be- 
tween supply and truck. 


Reasons for Change 


“I wasn’t completely satisfied 
with that setup,” Norton says. 
Hose was heavy and began to 
wear from repeated haulings over 
the concrete surface of the bulk 
plant drive. 

As it wore, walls weakened and 
tended to collapse, restricting the 
flow of oil into Norton’s trucks. 
“Our plant was designed to load 
between 550 and 600 gpm,” Nor- 
ton says, “and we were getting 
close to that at first.” But as the 
hose grew older, loading speed 
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went down to about 225-250 gpm, 
more than a 50% loss in loading 
speed. 


How Norton Did It 


Norton turned the problem 
over to John Savage, the engineer 
who designed his bottom-loading 
plant. Savage, using Wheaton 
Brass components and the Ever- 
Tite coupler that was on the hose, 
came up with a 3-in. loading arm 
that cost Norton $350. 

It’s a spring-balanced arm that 
loads retail trucks at the design 
speed of Norton’s plant equip- 
ment. 

The arm consists of two 4-ft. 
sections of 3-in. galvanized pipe 
and five swing joints. It offers 
Norton’s drivers greater and easier 
maneuverability than did the hose 
method. 

Over-all driver time in hook- 
ing up the bottom-loading arm is 
less than it was with the hose. 
That’s because the arm is easier 
to handle and because positioning 
the truck isn’t as critical as it used 
to be. 

When the arm isn’t used, it can 
be “folded” back out of the way. 
The hose had to be left on the 





Now—Dyna-Vision makes tune-up practical 
and profitable for neighborhood stations 


Tune-up is big business, and more and more of it 
is going to the neighborhood station. It has to, 
because while car population has doubled in 12 
years, conventional tune-up sources (dealers, in- 
dependent garages) have not kept pace. 

Until now, the big problem with tune-up has 
been the time and labor required for thorough 
engine diagnosis, plus the problem of training 
operators. There are over 100 places where trouble 
can develop in a modern engine, and to check 
them all with meter-type equipment takes hours— 
at a cost difficult to explain to average “tune-up” 
customers. A scope plus meter-testers cannot solve 
this problem either, for, these combinations still 
require over 80 complichted connections and 70 
adjustments for a complete check. 

Dyna-Vision is different. It is simple to learn, 
because scope and associated testers are inter- 
connected. Thus only 4 leads and 7 connections 


are required to make a 100% diagnosis in 10 to 
15 minutes. This includes the exclusive Heyer 
Power-Chek, an electronic compression test made 
in less than a minute, with engine running. A com- 
parable test with any other equipment takes up to 
1% hours and therefore is seldom made. Yet 
without it, condition of rings, valves and gaskets 
remains unknown, although 10-15% of all engines 
need mechanical repair or adjustment before tune- 
up is possible. 

Dyna-Vision procedure saves at least an hour per 
job, never misses a part or service sale, eliminates 
time wasted on untunable engines, reduces come- 
backs to a minimum, assures the really successful 
tune-up operation that attracts more cus- 
tomers for all services—gas, oil, TBA. Get 
the complete Dyna-Vision story by con- 
tacting our nearest field office or our head- 
quarters at Belleville, N.J. 


HEYER INDUSTRIES INCORPORATED . Belleville 9, 
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Dealer Training 
and Service in 


HEYER 
TWIN I 


We are prepared to sell and train your 
dealers on a national or regional basis 
through the following Dyna-Sales com- 
panies (addresses indicate store and 
warehouse locations): 


Belleville, N.J. 
500 Cortlandt St..PLymoutn 1-2222 


Boston, Mass. 
7 Jersey St 


Chicago (Oak Park), Ill. 
666 W. Madison St....EUclid 3-5950 


Cincinnati (Deer Park), Ohio 
3980 Superior Ave... TWeed 1-3748 


Cleveland, Ohio 
7413 Memphis Ave. 
SHadyside 9-1880 


Detroit (Garden City), Mich. 
6549 Inkster St. 
GArden City 2-3439 


COpley 7-3159 


Indianapolis, Ind, 
3148 Bonham Dr 


Los Angeles, Calif. 
833 E. Sixth St.....MAdison 7-9377 


Milwaukee, Wis. 
3222 National Ave...UPtown 3-1090 


Minneapolis, Minn. 
5456 Nicollet Ave.....TAylor 4-0430 


Philadelphia, Pa. 
831-33 N. Broad St...POplar 3-2973 


San Francisco, Calif. 
183 Utah Ave 


Seattle, Wash. 
3155 Elliott Ave.....ATwater 3-5345 


St. Louis (University City), Mo. 
7523 Olive St. Rd. PArkview 1-2562 


Contact 
Belleville, N.J. 


PLymouth 9-0800 


WAiInut 3-7721 


JUno 9-5363 


Dallas, Tex. 
Houston, Tex. 
New Orleans, La. 


Dyna-Vision Representatives 


Atlanta, Ga MElrose 4-4959 
Burlington, N.C........ JUniper 4-7239 


Denver, Col Contact Belleville, N.J. 


PLymouth 9-0800 
Liberty 6-0100 
Circle 6-2667 
ALpine 5-3574 
Amherst 5-6786 
Milton 3-7708 
Tampa 47-2494 


Gadsden, Ala 
Kingsport, Tenn 
Nashville, Tenn 
Phoenix, Ariz 
Richmond, Va 


Tampa, Fla 


HEYER INDUSTRIES INCORPORATED 


Belleville 9, N.J. 
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Fuel Oil 


Gulf's New Accounting Plan 


It eliminates monthly statements, lets you use 
degree-day records for all accounting purposes 


GULF OIL Corp. is offering an easy- 
to-use degree-day accounting system 
to its small-gallonage’ Solar Heat 
jobbers. 

The package combines degree-day 
record keeping with accounts receiv- 
able and credit control and eliminates 
monthly statements. Instead, invoice 
billing at delivery is used. Gulf says 
that with invoice billing, accounts 
tend to settle up soon after delivery 
because they know no other statement 
will be received, making collections 
easier. 

Under Gulf’s plan, degree-day rec- 
ords which are vital to any automatic 
delivery setup, replace all other ac- 
counting records. The company says 
the new plan is the least expensive 
to run (no expensive bookkeeping 
machines are needed) and offers job- 
bers good control over credit because 
only one set of records is kept. And 
this set contains complete information 
on each account. It adds up to answer- 
ing an account’s questions faster. 

Gulf’s plan uses a three-part meter 
ticket-invoice available from Printline 
Systems, 22 W. 22nd St., New York 
10, and a degree-day record folder 
(one to each account) available from 
Diebold Inc., 22 N. Craig St., Pitts- 
burgh 13. 

e Meter Ticket-Invoice — Office 
copies, returned by drivers after de- 
livery, are filed in the proper degree- 
day record folders. Thus office copies 
become official accounts-receivable 
records. The other two copies are 
left at the account’s home at delivery. 
One is for his records; the second can 
be folded into an envelope and mailed 
with his remittance. On COD drops, 
the driver would receipt an account’s 
copy on payment. 

e@ Degree-day Record Folders — 
These have space for degree-day 
delivery data handposted after de- 
livery. Folders have space to note 
collection data, and can be color 
coded by tabs to show the type of 
account — regular credit, budget or 
COD. Tabs can be moved to show 
the last month of payment on any 
account. 

Folders are usually filed 25 to an 
upright tray, placed one behind the 
other but staggered to one side to 
leave a small margin visible on the 
right side of each folder. 

With color tabs set correctly in the 
margins to the last month of payment, 


a jobber can pick up his slow and 
delinquent accounts at a glance and 
set them up for special collection 
follow-up. 

As regular credit accounts remit, 
the returned invoice is compared with 
invoices in his folder file. If paid in 
full, invoices are removed from the 
file. If paid in part, a credit slip with 
date of partial payment and amount 
is attached to the office copy of the 
invoice. 

New invoices are filed to the rear 
of the old ones. In that way, the oldest 
invoice is always up front and others 
are filed in correct time sequence to 
make it easier and faster to check the 
account’s credit standing. 

With full remittance, the jobber 
moves the colored tab to the current 
month, to be reset, if necessary, when 
the next delivery is completed. 

On budget accounts, office copies 
are kept in the folder to be used to 
balance out the account at the end 
of the budget-payment plan or at the 
end of the heating season. Budget pay- 
ments are noted by date—not amount 
—on the right side of the folder. If 
the account is current, the tab is reset 
to the next budget-payment month. 

While each folder does have space 
for noting collection data, nothing 
has to be entered there if the account 
is current. The lack of office invoices 
in each folder and the setting of the 
tab indicates which accounts are 
current. 

Only collections from slow or de- 
linquent regular credit accounts need 
be entered on the folder. On budget 
accounts, only on-account payments 
Or payments greater than _ the 
regular budget amount are noted. 

Proving accounts follows the usual 
method. As remittances come in, a 
daily total is taken for control pur- 
poses. Later, after invoices have been 
removed from regular credit accounts 
and after budget payments have been 
noted, a tape is run on the regular 
account invoices and the budget-plan 
envelopes. The total of these two 
tapes should match with the control 
taken earlier. 

With this system Gulf says a job- 
ber has a complete record of deliv- 
eries, unpaid transactions and cus- 
tomer collection effort in the degree- 
day record folder. All inquiries can 
be handled promptly by consulting a 
single file. * 
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BY GORMAN-RUPP f\ NEW PIMP FOR 
BULK DELIVERIES FROM BIG RIGS 


140 to 400 GPM—another in the famous family of Gorman-Rupp Centrifugal Pumps That Prime. No 
check valve. Positive priming. Designed for trouble-free delivery into bulk plant tank, for aircraft ground 
service or wherever high capacity and pressure is required. See your Gorman-Rupp Dealer today. 


THE GORMAN-RUPP COMPANY 
305 Bowman Street * Mansfield, Ohio 


MODEL O3HI-GL or GR 
140 to 400 GPM. Helical 
folded Uhalemmel-y-Ua-Manalena-5- 0-1 —) 
power take-off RPM's 4.2 
times. P.T.O. speed range 
of 600 to 1000. RPM, de- 
pending on pump pres- 


sure aesirea 
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POWER LOADING saves Shay Gas & Oil Corp. at least $250 a year on about 1.5-million gal. of No. 2 oil throughput 


How Power Loading Pays Out 


This oil jobber’s new trucks were outgrowing his gravity-flow rack. 
With power loading, he cuts filling time, saves money. Here's how 


B= SHay of Shay Gas & Oil Corp., full-line 

Esso jobber, saves at least $250 a year since 
he changed from gravity to power loading for 
No. 2 oil at his Penn Yan, N. Y., bulk plant. The 
changeover cost him $1,100. 

With about 1.5-million gal. of No. 2 oil going 
through his plant in a heating season, here’s what 
the switch means to Shay: 

e@ Retail No. 2 oil trucks load in about half 
the gravity-loading time. 

e Transport unloading is at twice the former 
pump-off rate. 

In both cases, Shay says power loading means 
more work out of his trucks and drivers in less 
time. “What’s the sense of having a rig waiting 
to be filled up?” Shay says. 

Power loading was a must for Shay. His trucks 
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MANIFOLD system enables Shay to unload transports at 
the same speed he loads retail No. 2 trucks — 200 gpm 
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Bulk Plants and Terminals 





(Begins on page 103) 

were outgrowing his No. 2 oil gravity-loading rack. 
“New trucks are cab-over-engine jobs,” he says. 
lanks on such trucks stand higher off the ground. 
With each new truck, Shay moved up on carrying 
capacity. “The top of our new 2,000-gal. cab-over- 
engine truck,” Shay points out, “was almost at the 
same level as the bottom of our storage tanks. 
There wasn’t much head.” 


Payout on Retail Deliveries 


It took 20-25 minutes to load Shay’s 2,000-gal. 
truck by gravity. Now, with pump capacity at 200 
gpm, the job’s done in 10 minutes. 

“We find we can get another load per day out 
of that truck during our peak cold periods since 
we went to power loading,” Shay says. Peak cold 
spells in Shay’s area last about 14 weeks. 

Cutting nonproductive driver time 10 minutes 
per load would save about $101 during the 14- 
week period, based on Shay’s driver pay scale. 
Cutting nonproductive time 15 minutes per load 
would save $151. 

That’s the start. But the savings are greater than 
that because Shay’s figures are based only on the 
time ‘saved loading his 2,000-gal. truck. A 1,600- 
gal. cab-over-engine truck and a conventional 1,- 
200-gal. truck are also used for No. 2 oil deliveries, 
splitting loads with kerosine. The additional sav- 
ings depend on how much No. 2 oil they deliver 
in relation to kerosine. That changes daily. 

i¢ 


Payout on Transport Unloading 
Power loading is new at Shay’s bulk plant but 

power unloading isn’t. Before he went to power 

loading, Shay’s 5,100-gal. transport could be un- 


loaded only at 100 gpm. But now, since he’s load- 
ing at 200 gpm, he can manifold the new equip- 
ment and unload his transport at 200 gpm. 

“We do in 25 minutes what used to take more 
than 50 minutes,” Shay says. 


Additional time saved in faster unloading gives 
Shay’s transport driver a little more leeway to 
make his 50-mile round trip to Esso’s Waterloo 
terminal to pick up the product. 

“Before we went to power loading,” Shay points 
out, “the transport driver had to get up early in 
the morning and work overtime to get in three 
loads a day. Even then he’d just about get back 
for the final trip before the terminal closed.” 

The result: less overtime pay for the driver, 
4.4% less, according to Shay’s figures. Or about 
$110 less per year. 


How to Convert 


In getting set for power loading, here’s what 
Shay did: 

e@ Repiped the heating-oil storage section of his 
plant. “We use 3-in. pipe now instead of 2-in.,” 
Shay says. Pipe lengths are connected by Dresser 
couplings. “That made it easier for our own crew 
to do the work. Otherwise we would have had to 
hire a welder,” Shay adds. 


e@ Installed 3-in. Grinnel Saunders diaphragm 
valves on all lines and at the manifold. 

e Put in a Gilbarco Rotoprime pump and 
hooked it to a 5-hp Marathon Electric motor. 

e Hooked up an Allen-Bradley Co. magnetic 
starter for the pump. 

e@ Replaced a 2-in. loading arm with a 3-in. 
OPW (Model 750-ESH) loading arm with a sliding 
sleeve. a 
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“Name your blend, Herman!” 


Here’s the new, easy way to blend fluids: 
with Snap-Tite valved couplings on flexible lines 


Now there’s no need to laboriously open and 
close a lot of shut-off valves when you’re blending 
petroleum products or other chemical fluids. With 
Snap-Tite valved couplings on flexible lines you 
can quickly switch hoses to any base stock line 
as required. Mixing is faster: you can perform 
more operations at one time . . . with no danger of 
contamination of base stocks by interflow through 
leaky valves! Valves with Snap-Tite couplings 
instantly shut off the flow when disconnected, and 
prevent run-out from overhead lines. 


TO USE SNAP-TITE VALVED COUPLING: 


eeeeeeeeeece 


CONNECT—Full flow instantly 


DISCONNECT—Stop flow instantly 


Under this arrangement, you store only base 
stocks to achieve infinite variations in blending. 
Not only‘do you save space, time and labor, but by 
eliminating shut-off valves and associated headers 
and permanent piping, you save substantially on 
equipment. In a recent installation (Standard Oil 
at Richmond, Cal.) the coupling cost was approxi- 
mately one-third that of permanent piping! 

For information, write for Snap-Tite Catalog 
No. 59. Ask for the name of your local Snap-Tite 
representative. There is no obligation. 


UNION CITY, PA. 


ST-59-05 


(To obtain more data on advertised products see page 142) 
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CHEVROLET'S 
REVOLUTIONARY 
TORSION-SPRING 
RIDE 


the most significant new truck development in decades! 


Years of intensive engineering 
achieved a revolutionary result— 
a totally new truck suspension 
system. The most exhaustive chassis 
engineering program in trucking 
history proved conclusively that, 
from the standpoints of both ride 
and durability, the finest possible 
truck suspension system would con- 
sist of independently suspended 
front wheels with torsion bar spring- 
ing. Advancing on this principle, 
Chevrolet engineers proceeded 
through years of development to 
produce a completely new system 
for the 1960 Chevrolet truck product. 


New Torsion-Spring Ride—how it 
works. The revolutionary result of 
Chevy’s all-out engineering effort — 
Torsion-Spring Ride—-eliminates 
both the old-fashioned I-beam front 
axle and friction-producing front 
leaf springs. Each front wheel, sus- 
pended independently of the other 
through tough control arms and 
low-friction linkage, is free to step 
cleanly over bumps without jarring 
the entire truck. Also, friction-free 
torsion bars on either side of the 
chassis, specially mounted to pro- 


vide a twisting action, work to 
absorb each jolt; they flex freely to 
soak up all kinds of shocks, from the 
smallest to the most severe. 

Three new rear suspensions, tough 
and tailored to the truck, are com- 
pletely redesigned to complement 
the independent front suspension in 
every weight class. 


Here’s a ride that lets you get more 
work done in a day’s time! Take a 
’60 Chevrolet truck over a rough 
stretch of back road and feel the 
absence of I-beam shimmy and wheel 
fight. Chevy’s torsion springs soak 
up jolts and jars that would shake 
the headlights off an ordinary 
I-beam rig. You move along with 
maximum payloads at higher safe 
cruising speeds. You make off-the- 
highway runs in less time, improving 
your ton-mile-per-hour rate as much 
as 100%. 


A ride that shows respect for the 
driver and the load! Out at the GM 
Proving Ground, the test drivers 
will take a torsion- -spring Chevy any 


day over an I-beam truck—even if 


they have to drive it twice as far. 


The ride’s that much better; that 
much safer. The load, too, has an 
easier time of it. There’s far less 
bounce and jounce, less danger of 
damaging fragile cargoes. 


A ride that adds extra thousands of 
miles to the truck’s working life! 
You can be sure the shockproof 
action of Chevrolet torsion-spring 
ride means lower maintenance costs. 
As much as 78% of all objectionable 
road shock and vibration is absorbed 
before it can be transmitted to the 
truck’s body and sheet metal. Chevy 
trucks stay new-looking a whole lot 
longer and their working life is in- 
creased by extra thousands of miles. 

Once you’ve experienced the in- 
credible smoothness of a_ torsion- 
spring ride, you’ll realize that Chev- 
rolet has set off a full-scale revolu- 
tion with the introduction of its ’60 
models. By throwing away the old- 
fashioned I-beam in favor of inde- 
pendent front suspension, Chevy’s 
new design has improved virtually 
all phases of truck performance. 
Drive a new one just once. That’s 
all we ask. .. . Chevrolet Division of 
General Motors, Detroit 2, Michigan. 


1960 CHEVROLET STURDI-BILT TRUCKS 
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They’re worth more because they work more! 


How tough 
is Chevy's 
total 
newness? 


Grueling, year-long torture test proves 
Chevrolet’s do-the-job durability! 

The proof is in the performance .. . 
and one of the most exhaustive tests in 
trucking history proved beyond ques- 
tion the stamina and staying power of 
Chevy’s totally new suspension system 
and over-all design for ’60. 


At the General Motors Proving 
Ground, near Detroit, a punishing 5.2- 
mile test course was specially laid out 
to exceed the most severe operating 
conditions found in America. Twelve 
months ago, a standard 1960 Chevrolet 
Series M70 tandem model, overloaded 
for testing purposes, rolled onto this 
truck-busting course. It has been run- 
ning continually ever since! 

Every lap submits both the front 
and rear suspension to maximum stress, 
rolls it over buried logs and chassis- 
pounding bumps of all kinds, moves 
the suspension system into maximum 
positions of twist and compression. 
Impacting over boulders and potholes, 
on the straightaway and in turns 
subjects the front suspension to a 
brutal beating seldom encountered even 
in off-the-road operations. To test the 
effects of high frequency vibration, one 
section of the course is over an extreme 
washboard surface. On every lap, each 
component receives maximum punish- 
ment on this twisting, turning route. 

Yet, after twelve hard months, 
under all kinds of weather conditions, 
this 1960 Chevrolet is still going strong, 
with no major component failures of any 
kind! That’s the equivalent of nine 
tough seasons of truck operation. . . 
and it’s conclusive proof of the strength 
and durability of Chevrolet’s totally 
new trucks for ’60! 
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Complete package for perfect fluorescent lighting .. . 


Twin Fixture with Single Pole 


| Quality at Yow Cost “3 ill 


, 


@ LOW COST 
@ LOW OPERATING COST 


@ A COMPLETE PACKAGE—SCIENTIFICALLY 
DESIGNED 


@ EASY TO INSTALL 5 JUNO * 


@ CLEAR RIGID PLASTIC DOORS IN 


/ 
NERA SEANCES LIGHT FIXTURE DATA 
LAMPS ENCLOSED FOR MAXIMUM Pi 

EFFICIENCY © TYPE OF LAMPS /~ . FOUR OR SIX 


SLIMLINE, RAPID START H.0. OR 
BRACKETS PERMANENTLY PLACED AT FOUR POWER GROOVE, VHO OR 


15° ANGLE SHO Y PS PER SECTION. 


SQUARE TAPERED POLE FOR MAXIMUM | ee 
STRENGTH 4 . 


© CONSTRUCTION .. . HEAVY DUTY I- 


/ 
And in addition now tie in all of your outdoor light- f fae ee ee ao 


ing fixtures, area and island, into one efficient and INTERIOR. BAKED WHITE ENAMEL 

harmonious well-planned scheme by using the new REFLECTORS. 

JUNO assembly floodlighting with either the HI- 

LUME or JET-LUME island fixtures. Ask your White- © TYPE OF DOORS . . . 1/10” THICK 

way distributor for details and low Juno prices, CLEAR PLEXIGLASS WITH HINGES, 

today! 7 POSITIVE LOCK, EXTRUDED ALUMI- 
NUM FRAMES, SEALED COMPLETELY 

WHITEWAY MANUFACTURING CO. WITH RUBBER GASKET. 


1736 Dreman Ave., Cincinnati 23, Ohio fo e ALSO AVAILABLE WITH 1000 MILLI- 
AMPERE LAMPS AND BALLAST 
WHICH PRODUCES 15% MORE 
LIGHT OUTPUT AT ONLY 5% AD- 
DITIONAL INITIAL COST. 


© HARMONIOUS STYLING FOR UNIFIED 
QUALITY APPEARANCE. 


© LOW PRICES . . . QUICK DELIVERY. 





BRANCH OFFICES: 
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How fo Meet the New 
Competition of the Sixties 


HE SIXTIES will separate the men from the boys in oil marketing. 

Radical changes on the retail front will put a new premium on progres- 
sive merchandising and fast adjustment to new ideas. The 1960’s will be the 
decade of the idea man who can interpret trends as they develop, and figure 
ways to move ahead of massive competition. 

On the basis of trends developing today, it looks as if a hefty chunk of 
this future competition could come from sources outside the oil industry itself. 


—______——_» 
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Special Report 





Advent of this new competition (NPN—Oct. 
p141, Nov. p113) is setting off fresh appraisals 
of marketing conditions in the coming decade. 

Five dynamic factors stand out. To stay in 
the running, marketers should know about them: 


e Third Force . . . “Outside” competition 
will add a third dimension to the battle between 
major and private brands. Most marketers are 
scarcely aware of it, but it’s already influ- 
encing business. 

e@ New Strategy . . . Fewer and better sta- 
tions, more imagination and efficiency—these 
may be keys to survival against tougher com- 
petition. 

e Shopping Center Growth . . . Shopping 
centers, which have baffled marketers for years, 
are becoming dominant retailing factors. Mar- 
keters now must learn to fit into them effectively. 

e Little Shopping Centers . . . This new 
idea in diversification opens new horizons, 
could prove essential in keeping dealers com- 
petitive. 

@ Specialized Stations . . . Marketers must 
decide what role a station is to play, what class 
of trade to aim at. Bad guesses will be costly. 

Are your dealers, and the men who work with 
them, ready? Here’s what they need to know. 


THIRD FORCE: WHAT IT IS, 
WHY IT'S DANGEROUS 


Outside competition will sharpen a contest for 
consumer dollars that is intensifying every year. 
There will be a larger profit pie to be portioned 
out (see page 79), but more hands will be reaching 
for pieces. The biggest pieces will go to the hands 
holding the sharpest knives. 

A key factor in the Sixties will be the trend 
toward one stop for everything. In post-war years 
this concept has given rise to the outlet or cluster 
of outlets supplying virtually all basic human needs: 
food, fuel, shelter. It’s the idea that sparked the 
growth of shopping centers, and is now starting 
to funnel oil money into the pockets of diversify- 
ing food chains and discount houses. 

The new competition is diverse. Originally spear- 
headed by “closed-door” discount houses like Fed- 
Mart and mail-order houses like Sears and Wards, 
it now includes “discount department stores” like 
Masters and chains like Food Fair and Grand 
Union. The common denominator is diversified 
service. The likely battlefield—where these firms 
may fight it out with the oil industry as well as 
with each other—is the shopping center. 

Food Chains—The food-chain invasion started 
this fall with Philadelphia-based Food Fair’s an- 
nouncement that it would open a series of service 
stations selling “FF” brand gasoline at below- 


market prices. One of the top ten food chains (6th 
in rank), Food Fair has a reputation as a trend- 
setter, a pioneer in new retailing ideas. The com- 
pany plans 24 stations within the next few months 
—¢ach a prefab island that can be speedily erected 
in a supermarket parking lot. Food Fair readily 
admits that, its decision was based on experience 
with six Best Markets parking-lot stations, which 
Food Fair operated for a year. The lure is, simply, 
profit. Food Fair sees a larger dollar income 
through stations. 

Other food chains are watching Food Fair. 
They play their cards close to the vest, but many 
food men admit an industry tendency to move 
fast after any pioneer who spots a good thing. 
Grand Union is already leasing shopping-center 
property to majors, for branded operations. 

In the South and West, other food chains have 
added gasoline pumps to offer a loss leader to 
customers. They have found that below-market 
prices brought a sales volume that spelled profit, 
whether they planned it or not. 


Discount Chains—The discount houses began 
their infiltration several years ago primarily on the 
West Coast. Today they’re booming there. Re- 
cently, Masters has indicated it will open service 
stations at its shopping centers along the East 
Coast. On the heels of this announcement came 
Bargain City, U.S.A.’s decision to follow suit. 


The West Coast operations are phenomenal. 
Chains like Fed-Mart, GEM, FEDCO entered the 
gasoline field as “a necessary evil.” They wanted 
to lure more drivers, offer more complete conven- 
ience service. Cut-rate prices brought high vol- 
ume—and high profits. Even with a price 4¢-5¢ 
under market, a volume of 200,000-700,000 gal. 
a month can mean solid profits. Now they’re in the 
gasoline field to stay, and the news is spreading 
to discounters on the East Coast. 


Fed-Mart is the most unusual discount-station 
operation. Scattered over the West and Southwest, 
the chain owns its own oil company, has even 
offered to supply gasoline to food chains and dis- 
counters on the East Coast. Representatives from 
food clains like Grand Union and Food Fair have 
inspected Fed-Mart facilities in the Southwest. 

Though its initial infiltration was slow, the dis- 
count house invasion is gaining momentum. As a 
merchandising operation, the discount house is 
capable of overnight change, particularly when one 
discounter hits a new jackpot. 

How dangerous is the new competition? That 
depends a lot on the resistance. Chief danger 
today is that the new competitors are digging in 
and have a strong, profitable beachhead. Odds are 
good they'll try to expand their holdings. At the 
least, they'll fight attempts to drive them back. 
With the growth of one-stop shopping, their suc- 
cess could encourage still more invasions—by res- 
taurant chains, confection chains, sporting-goods 
chains, department stores. 
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SHOPPING CENTERS, built to serve driver-consumers, are the fastest-growing manifestation of one-stop shopping 


In short, the new competition is opening up an 
unwanted second front for oil marketers, already 
involved in a heated intra-industry contest between 
major and private brands. Both segments are al- 
ready beginning to feel the first effects of this po- 
tentially strong third force. Long-range effects could 
be further weakening of today’s shaky price struc- 
ture and smaller net profits all around. Eventually, 
wholesale margins could be reduced and the entire 
middleman function threatened. 


On the other hand, there are limiting factors: 


e@ Some chains are having supply difficulties. 
Those that want to sell their own brand of gasoline 
haven’t been able to do business with majors, who 
want to protect their branded outlets. 


e Chains open stations only where existing 
stores have taken hold. Areas like the South and 
New England, where discounters haven't been 
particularly popular, are relatively safe from in- 
vasion. 


e The chains are tyros in oil marketing. 
They’re finding that not all locations lend them- 
selves to station operation. Because of this, sta- 
tion building is largely restricted to new sites, 
most of them in shopping centers. Oil marketers 
think the chains will eventually be slowed by some 
of the same merchandising and operational prob- 
lems that oil has faced for years. “They'll find it 
isn’t like selling potatoes,” says one marketer. 


e@ The mail-order houses seem to be moving 
away from gasoline sales. Both Sears Roebuck and 
Montgomery Ward have indicated they’re pulling 
in their horns.. TBA and motor oil receive full 
emphasis, however. 

Despite drawbacks, the new competition is gain- 
ing ground. Its management includes some of the 
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most imaginative and aggressive merchandisers in 
any business. Their boldness is balanced by a 
shrewd profit philosophy. Their experiments, in 
most cases, are backed by enormous and diversi- 
fied resources. 

Time and again these “interlopers” have ex- 
pressed the feeling that they’re better merchandis- 
ers than oil men. Whether they can prove it is up 
to the oil men. 

So far, most oil marketers have been inclined 
to ignore the interlopers’ challenge. That’s especial- 
ly true of older hands and men in staff positions. 
Still others are determined to do all they can to 
nip the new competition in the bud. 

Howard Cooper, discount shopping center or- 
ganizer, believes both attitudes are wrong. Says 
Cooper, “The trend in retailing today is high 
volume, low price, low operating costs, and com- 
plete shopping under one roof. Oil marketers are 
just not being realistic if they think they can fight 
what the consumer wants.” 

Cooper believes majors should try to capture 
the discount and food chain markets by setting up 
mass-marketing divisions and introducing a second 
brand to be sold only at supermarkets and discount 
centers. He believes independents could use chain 
tie-ins to enter new markets and improve brand 
recognition. 


NEW STRATEGY: A WAY 
TO BEAT NEW COMPETITION 


Everyone knows the old military axiom: “The 
best defense is a good offense.” The best means 
of meeting progressive merchandisers is with pro- 
gressive merchandising techniques. 

The key words for successful. marketers in the 
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Sixties will be imagination and efficiency. Spe- 
cifically, here are some strategic changes that could 
help meet and beat the new competition: 

e Marketing could get down to fighting weight. 
This means trimming excess fat in administrative 
structures and eliminating substandard stations. 
Many companies are doing this now, but most 
tharketers agree on the need for even more of it. 
On the retail front, intensified competition can be 
expécted to lop off marginal stations, leaving the 
‘ industry with a lower station total than it has to- 
day. The stations that survive will be bigger and 
better, making it possible for marketers to con- 
centrate their planning and selling power. 

@ Marketing could give itself a face-lifting. 
Many new station designs incorporate features 
that were modern in the early fifties, but look 
dated beside the crisp designs on the drawing 
boards of the new competition. Many majors have 
redesigned their signs in the last three years, but 
have far to go in bringing station and equipment 
equally up to date. Tall pumps and high buildings 
contrast unfavorably with today’s long, low auto- 
mobiles. The entire station, as one major man puts 
it, is a product package—and ought to look it. 

e@ Marketers could offer more specialized sta- 
tions. One way to do this is to fit the design to the 
locality (Shell Oil’s new ranch-type station, for 


suburban areas, is an example). Another is to fit 
the design more closely to the function. Majors 
are beginning to move away from the middle-sized, 
one-or-two bay station with half a dozen pumps, 
and going in three distinct directions: (1) the super- 
station, offering diversified products and services; 
(2) the high-volume, private-brand-style station, 
offering only gasoline and oil; (3) the neighborhood 
station, offering gasoline, oil and TBA, and strong 
on lubrication, tuneup and light repairs. 

@ Marketing could upgrade shopping-center 
representation. So far it hasn’t capitalized on the 
full possibilities of shopping centers. Prejudices on 
the part of certer designers and developers are 
partly to blame. But marketers have also limited 
themselves by applying preconceived ideas to shop- 
ping centers that called for a fresh approach. 


SHOPPING CENTERS: HOW TO 
MAKE THE MOST OF THEM 


Some oil men are disillusioned by past experi- 
ences in shopping centers. But experts say 
they've been going at it wrong. Service stations 
are important elements in shopping centers, they 
believe. 


“The shopping center was built to cater to the 





Four Case Histories: How Marketers Are 


CASE HISTORY 1 


NIGHT VIEW of Gulf station in Atlanta shopping 
center highlights radical design, which some drivers 
identify as “an upside-down mushroom.” 

Fully equipped to handle repairs of conventional cars 
and sports cars, the station has pump islands on all 


four sides to speed traffic. Normal monthly gallonage 
has been set at 90,000. In addition, lubrication and 
other services are getting volume use, says Gulf. Sta- 
tion offers parking-lot emergency service (with a spe- 
cially equipped scooter), a shuttle car to and from 
stores in the center, lush air-conditioned lounge, and 
cash boxes on each pump island. Estimated total cost 
of the station: $100,000. 
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automobile public,” say Kelly & Gruzen, engi- 
neers and designers of shopping centers. “The 
driver needs gasoline, oil, tires and other services 
for his car. Naturally these very services should be 
offered in the shopping center. There wouldn't be 
any shopping centers without automobiles.” 

Other representative views 

“The shopping center developer wants maxi- 
mum diversity of service. A service station not 
only services his current customers but can lure 
more in.”—Leonard Farber, president, Interna- 
tional Council of the Society of Shopping Centers. 

“We think service stations should be included 
in any shopping center of reasonable size. They 
are not a key tenant like a supermarket, but they 
can offer a real service to the customer.” —C. Van 
Ness Wood, president, Eastern Shopping Cen- 
ters, Inc. 

“It makes good sense to have your car serviced 
at a center, just as all the other family needs are 
serviced.”—Sidney Morris, shopping center archi- 
tect. 

There are a few qualifications. Architect Homer 
Hoyt feels that “the service station in the shopping 
center is not essential to the center, but a lucrative 
enterprise for the oil company.” 

Problems—Why haven't shopping centers click- 
ed up to now? Oil marketers tend to cite location; 


Special Report 





QUICK FACTS ABOUT 
SHOPPING CENTERS 


About 3,700 shopping centers will be operat- 
ing in the U.S. and Canada by the end of 
this year. They already do « total annual 
retail sales volume of $200-million. 

Shopping centers were the heralds of the 
one-stop shopping trend. They developed 
when urban population began to radiate out- 
ward into the suburbs. Road improvement 
followed this population explosion. Urban 
stores opened suburban annexes to offer sup- 
plementary services to the suburbanites. 
They soon found that patronage rivaled that 
of the urban outlets. 

Today the shopping center is a fixture in 
virtually every part of the country. 

—Source: Chain Store Age 





Solving Their Shopping Center Problems 

















CASE HISTORY 2 


“PLUS-SHAPED” River States station occupies a cor- 
ner location in Milwaukee shopping center. Unusual 
design speeds traffic, is geared to a high-volume opera- 
tion. Staffed by eight attendants, the station is open 
24 hours a day, every day of the week. Canopies 
measure 21 ft. from central office to tip, are brightly 
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lighted by 14-ft. double-power fluorescent fixtures 
(lighting the pump area and also making the canopies 
themselves attention-getters). 

Office is glass on three-and-a-half sides. Absence of 
lube bays and lifts adds to uncluttered appearance of 
station. Approximate total cost of equipment and 
building has been estimated at $22,000. A ten-year 
lease has been signed. 





(Begins on page 109) 

They say a shopping center site isn’t always a good 
station site—though this would indicate that the 
center, which leans on many of the same location 
needs as a station, is badly placed. 

Marketers also complain about location within 
centers. Center designers do their best to locate 
stations on the periphery of the centers’ parking 
lots. The customer parks as close to the main 
store grouping as possible and may not see the 
service station. The center designers want smooth 
flow to and from the store grouping, often re- 
gard the station as a cause of traffic congestion. 
Here again they insist on the station being so 
far from the stores that they might as well be 
down the road or across from the center. 

Another oil industry complaint is the high rent 
at shopping centers, often based on gallonage esti- 
mates made by optimistic center-developers. 

On the other hand, designers and developers 
have strong charges to level against oil men. 

The principal complaint is “bad station design.” 
The so-called cheesebox design, and the idea of a 
chain of stations all built to the same plans, despite 
regional tastes, is particularly irksome to de- 
signers. Here are some specifics: 

“They all have big plate glass windows in front. 
And what does the customer see through the win- 
dow? An untidy office and a guy with his feet on 
the desk.” 


“The gaudy big-sign idea has been planted in 
service station design by years of highway and 
they have a monopoly. They’re the only station 
there and don’t need any huge signs.” 

“Most stations are ugly. We have a helluva 
time getting them to blend in with the over-all 
center design. They're based on too much ‘hard 
sell.’ ” 

Most of these problems come down to questions 
of planning—questions that might be resolved 
through closer liaison between oil marketers and 
shopping center officials. Oil marketers have al- 
ready demonstrated their ability to combine func- 
tional and aesthetically attractive design. There’s 
little question that stations can be geared to lo- 
cation requirements or regional tastes. 

Sums up one marketing executive, “Service 
stations are obviously an integral part of the shop- 
ping center. They should be made to pay off.” 


NEW STRATEGY: A WAY 
TO BEAT NEW COMPETITION 


Mobile carts for shopping-center service have 
good potential, many marketers think. But so far, 
attempts to service center parking lots with self- 
powered carts haven’t gone over. Pioneered 
in St. Louis by Kerr-McGee (NPN—Sept. 57, p96), 





Four Case Histories: How Marketers Are 


CASE HISTORY 3 


BLENDING with over-all design of Eastland Shopping 
Center (Michigan) is Citrin Oil Co.’s new 24-hour 
station. Stackfront brick and aluminum store fronts 
were used so station would not “look out of place.” 

Reported to cost about 25% more than conventional 
stations, this outlet offers customers several plus fea- 
tures. A station wagon transports drivers to and from 
the center stores when they leave their cars at the 
station for service. There’s an air-conditioned lounge. 
To keep cars moving fast, the station has 12 pumps. 
Three drive-through bays offer complete lube service. 
To keep the area tidy, Citrin has installed trash re- 
ceptacles—sunk in the pavement to make them in- 
conspicuous. 

A 20-year lease signed by the oil company indicates 
its confidence in the location; monthly gallonage of 
100,000 has been predicted. The company is currently 
building a station similar in design and plans two 
more. The 24-hour operation (apparently gaining pop- 
ularity among shopping center stations) is aimed spe- 
cifically at cultivating the late-evening and early-morn- 
ing shoppers, who will probably be more in need of 
ree and service than those who come in during the 

ay. 
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the idea has been carried on by American Petrofina 
(NPN—April, p132) and Jenney Manufactur- 
ing (NPN—Sept. p139). Other marketers have 
been studying the system. Two big drawbacks: 

@ Local authorities often raise questions about 
the safety of the carts; 

@ Not enough gasoline or oil may be sold to 
justify the relatively high equipment costs (re- 
portedly over $5,000 for the Fina cart alone). 

More successful is an innovation demonstrated 
by Pure Oil’s “Servette.” This is a converted jeep 
that cruises parking lots at four Columbus, Ohio, 
shopping centers. It’s equipped to provide emer- 
gency gasoline, change tires, start cars with a 
jumper battery, and perform other emergency 
services. When not aiding a stranded driver, the 
car operator tours the lots, wiping windshields 
and drumming up business for nearby Pure Oil 
stations. Here the gimmick is designed not as a 
substitute for stations, but to draw more custom- 
ers to them. 


LITTLE SHOPPING CENTERS: 
NEW DIVERSIFICATION IDEA 


Stations located near residential areas, but away 
from shopping centers, can cash in on the one- 
stop shopping trend by becoming “little shopping 


Special Report 





centers.” Lines can be varied to offer more cus- 
tomer convenience services; the extent depends on 
demand, station facilities and managerial ability. 
At sites with sufficient property, space can even 
be leased to other local businesses. 

Such stations represent potent competition. The 
trick is to extend the convenience lines without 
submerging or choking out the basic oil product 
lines or cutting back on services. 

Adds a major retail man, “You have to be care- 
ful about repairs, too. If you’re trying to sell a 
wide line to all comers—especially women—it’s 
fatal to look like a garage.” 

What Lines to Add?—DMost stations already of- 
fer a variety of customer services: TBA, rest rooms, 
vending machines for candy and soft drinks. These 
lines have become essential at stations where 
gasoline sales alone are not enough to support 
business. In addition, many stations report good 
results with outboard engines, used cars, power 
tools, power mowers, garden equipment, peat moss 
and charcoal, trailer rentals, sporting goods, toys, 
souvenirs and cased beverages. 

It takes a lot of man-hours to sell these items. 
A vending machine line, on the other hand, takes 
care of itself, and vendors are offering a widening 
variety of foods, beverages, even hard goods. 

(For a full discussion of diversification at sta- 
tions, see NPN—May, p110.) 

What About Leasing?—For marketers who can 
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Solving Their Shopping Center Problems 


CASE HISTORY 4 


COURTESY CARTS have proven a successful mer- 
chandising gimmick at shopping centers. Dispensing 
emergency gasoline and assisting with minor repairs 
(flat tires, dead batteries, and the like), carts like Pure 
Oil’s converted jeep (left) help bring customers into 
stations located nearby. For this type of operation, a 
station need not be located in the center. It can be 
spotted nearby, cashing in on the center traffic but 
avoiding the problems of high rent and traffic con- 
gestion. Carts designed to replace service station opera- 
tions have not yet proven successful. High cost of 
equipment and local fears of fire hazard have been 
serious obstacles. Shown at 
left is an artist’s conception of 
a courtesy cart of the future. 
Designed by John Walter 
Associates for Bowser, Inc., 
the cart carries 500 gal. of 
fuel. Dispenser also has a sup- 
ply of compressed air for tire 
inflation, canned oil, and 
windshield cleaner fluid. It 
could be either self-service or 
attendant-operated. 








Indiana Standard's 


E===—= ‘VINCENNES; IND., (pop. 19,500) is the scene 
eee. . AR of Standard of Indiana’s new super-station experi- 
ent sages ment—another approach to stiffening competition. 
The company is replacing nine conventional sta- 
tions with one large salaried station. The goal: 
more dollars through a better profit margin. 
The prefab station has four islands, each with 
two biending pumps. Conventional dispensing will 
be used at first, with blended gasoline to be sold 
later. Pumps are equipped to handle three grades: 
Red Crown, Gold Crown, and a third grade. 
. pie Four of the stations will be erected. The second 
SEVEN of nine standard stations in Vincennes now dis- will be at Fairfield, lowa (pop. 8,000). Pure Ul Is 
play signs like this. Another station wil) close at super’s reported to be the next super-station builder, and 
grand opening. Ninth will operate for another year. all majors are watching the Vincennes experiment. 


aes 


BLENDING. PUMPS are a feature of the station, but won't LONE HOLDOUT for a year is Standard lessee Edsel 
be fully used immediate y. Pumps now sell 3-grades. Grubb, whose lease cancellation arrived a day late. 








(Begins on page 109) someone else might charge you for a shopping 
handle the financing, a station-plus-shopping de- center location. Instead, you charge him. 
velopment represents a strong profit possibility. Case histories of successful diversification differ 
The development itself may range from a store or wherever you look. One jobber who’s doing it is 
two on a station plot to a full-blown shopping Dave DeTar New Oxford, Pa., Atlantic distributor. 
center. He reports that one of his new Aero Oil stations 
Shopping centers have already paid off for in- in Hanover, Pa., “has a sporting goods shop in 
vestment-minded jobbers who plan their real es- the basement. A second floor is ready for a ten- 
tate buying soundly (NPN—Aug. ’58, p118). Ma- ant—maybe a restaurant. And a church that was 
jors shy away from the idea. Says one executive, on the property has been renovated so we can rent 
“We'd be getting into the real estate business. And it to the borough as a town hall.” Adds DeTar: 
it would tie up a lot of our money.” Dissents an ‘We sell 30,000 gal. of gasoline every month, too.” 
associate: ““We’ve got the money and the real estate A major reports many Florida dealers success- 
experience. I personally like the idea.” fully handling fishing tackle and beach equip 
One advantage of building your own shopping ment. 
center: you get out from under the high rental A new Shell station in Ontario includes areas 
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‘One for Nine’ Super-Station Experiment 


- 


SUPER-STATION will eventually replace nine conventional s 
Experiment by Standard of Indiana is being carefully eyed by competitors, 


tations moving slightly more than 1,000,000 gal. a year. 








leased to a restaurant and a television-and-furni- 
ture store. 

A Connecticut jobber, Major Oil Co., has fore- 
cast a service station site including a motel, swim- 
ming pool, restaurant, theater—and supermarket. 


HIGH-VOLUME STATIONS: 
YOU'LL SEE A LOT MORE 


Majors have long watched independents rack 
up huge volumes through big, attractive multi- 
pumps that dispense with frills and concentrate 
on gasoline and oil. Now the big discount chains 
are racking up equally big—and sometimes bigger 
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—volumes through essentially the same type of 
outlet. 

If you can’t lick ’em you join ’em, and that’s 
what some majors have already begun doing. You're 
likely to see many more private-brand-style outlets 
under major banners in the near future. 

Why? 

@ They offer the best way to move large vol- 
umes of gasoline profitably at the retail level. With 
the industry in a chronic oversupply period, that’s 
a vital consideration. 

e@ They let majors fight private branders’ in 
roads by playing the private brand own game. 

@ They eliminate the need for trained island 
salesmen and mechanics, Attendants at these sta- 
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UNBRANDED-TYPE operation by a major is typified by Esso’s Bayway, N.J., station. Note billboards, pumps, plenty of space 


to speed traffic through station 


(Begins on page 109) 
tions concentrate only on pumping gasoline, wip- 
ing windows and making change. 

e@ They attract customers on the basis of clean- 
liness, promise of fast service, and association with 
lower prices. 

For two years Esso Standard Oil has experi- 
mented with a private-brand-style station near its 
refinery in Bayway, N.J. Pumps are widely spaced 
over a big driveway, backed only by a small office 
and huge billboards (see picture). The station op- 
erates under the Esso brand. 

Directly across the street is a conventional sta- 
tion. The experimental outlet reportedly sells twice 
as much gallonage. The conventional station loses 
no business, since the highway can’t be crossed at 
this spot. But the experimental station offers a 
good example of the potency of private-brand de- 
sign. 

Exploring further, Esso has just opened another 
experimental station in Severn, Md. This one has a 
V-shaped canopy, “mailbox” gasoline dispensers 
and an all-glass office with a vending machine 
canteen. 


NEIGHBORHOOD STATIONS: 
THE BEST WILL SUCCEED 


Despite trends in “super-stations”, shopping 
centers, and private branded-style operations, most 
marketers believe the neighborhood station will 
still occupy a strong spot in the retailing future. 
Admittedly, there will be fewer stations, but the 
ones that remain will be the best. 

The neighborhood stations of the 1960's wil! 
lure customers with top service and talent. They’ll 
occupy the position of the quality grocery stores 








EXPERIMENTAL station at Severn, Md., features mailbox 
pumps, V-shaped canopies. Cost: $30-40,000. The station 
has an air-conditioned lounge equipped with vending 
machines 


left after the supermarkets trimmed the food in- 
dustry retail ranks. 

The neighborhood store of the future will con- 
centrate on the conventional services: fuel, main- 
tenance, and repair. Dealers will be the best that 
can be trained, capitalizing on their customers’ 
confidence in them. 

It’s worth noting that in areas invaded by super- 
markets and discounters, the dealers that remain 
unshaken are those who place a high premium on 
service to the individual customer. A cut of 3¢- 
gal wasn’t enough to lure the steady patronage 
from these stations. The 3¢ was a price the cus- 
tomer was willing to pay for dependable and cour- 
teous service. 


This is the last in a series of three special reports on new 
competitive forces in oil marketing. A reprint of all three is 
available. Ask for reprint R20. 
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A MESSAGE TO AMERICAN INDUSTRY 


ONE OF A SERIES 


Tuition Supplements = 


One Good Way To Help 
Our Colleges And Universities 


The business community has made an im- 
pressive start in going to the desperately needed 
financial aid of our colleges and universities. 
Business contributions to higher education have 
increased from only $40 million in 1950 to 
$136 million in 1958. 

This rise in financial aid to higher edu- 
cation should be a great source of satisfac- 
tion to the business community. But it goes 
only part way toward meeting the growing 
needs of colleges and universities for fi- 
nancial help. Over the next ten years busi- 
ness aid to our privately supported colleges and 
universities alone must increase to at least $500 
million a year merely to provide decent faculty 
salaries and meet the increased operating costs 
of taking care of enrollments that will almost 
double. 

One pervasive reason why many business 
firms have not joined the ranks of the companies 
contributing to higher education seems to be that, 
in the interest of prestige and public relations, 
they are making their provision of aid contingent 
upon finding some particularly novel way of 
providing it. So long as this point of view per- 
sists, business aid will lag, for there are simply 
not enough ways of providing financial aid that 
are both notably novel and sensible.* 


How The Plan Works 


There are, however, some well-tested ways of 
providing aid which improve rather than fade 
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in appeal with more using. One such way is the 
making of supplemental tuition payments to 
colleges and universities at which a company’s 
employees take courses. 

Many companies have scholarship or tuition- 
refund programs which cover all or part of 
the costs to their employees of taking college 
courses. But, in most colleges and universities, 
tuition charges fall far short of covering the full 
cost of the education given. By making an un- 
restricted “cost-of-education” grant a part of 
their employee scholarship or tuition-refund 
plans, these companies could make a material 
contribution toward covering the college’s full 
costs as well. 

The tuition supplement can be a fixed amount 
or a percentage of the tuition charged. Some 
plans provide for supplements as high as 100% 
of tuition, though there is usually an upper limit 
to the total supplemental payment given for 
each employee enrolled in the institution. 

The plan seems to have originated with the 
Ford Motor Company Fund. When we at 
McGraw-Hill first learned of it, it appealed to 
us as having so many advantages, and so few 
disadvantages, that we adopted it as one part of 
our own program of financial aid. ; 


*The efforts of the McGraw-Hill Publishing Company to find 
a suitable method of aiding higher education prompted the 
writing of a “more or less Socratic dialog” entitled A Business 
Wrestling with the Problem of Aid to Colleges and Univer- 
sities. Copies of this pamphlet, which underlines the difficulty 
of finding both a nevel and satisfactory method of providing 
aid, are available on request, 








HOW THE HEADS OF SOME OF THE INSTITUTIONS 
TO WHICH McGRAW-HILL HAS MADE GRANTS FEEL 
ABOUT THE TUITION SUPPLEMENT PLAN 


“We are pieased not only because this addition 
to the never adequate supply of non-earmarked 
funds is a most welcome one, but also because 
it attests to the fact that the employees of our 
neighboring business firms are benefiting from 
the courses we offer at times convenient for 
them. We hope this mutually beneficial plan 
may continue and grow with the years.” 

Grayson Kirk, President 

Columbia University 


“I shall take this occasion to express deep sen- 
timents of appreciation, in my own name and 
in the name of the members of the Board of 
Trustees, for the very effective manner in 
which your corporation is aiding higher edu- 
cation by the payments made under your tui- 
tion supplement plan. Certainly your action is 
indicative of the fact that you realize industry 
and higher education must join forces to pre- 
serve the basic American system of free en- 
terprise.” 

Very Reverend John A. Flynn, C.M. 

President, St. John’s University 


“The growing recognition by business and in- 
dustry of the financial needs and important 
services rendered to the community by the col- 
leges and universities is most encouraging, and 
Temple University is deeply appreciative of 
the fine support extended through McGraw- 
Hill’s program of supplementary grants.” 
Robert L. Johnson, President 
Temple University 











The Plan’s Advantages 


The main advantages of the tuition supple- 
ment plan are: 

@ It is simple and easily administered. 
Payments can be made when scholarships or 
tuition refunds are granted, or at another time 
convenient to the company. 

® It relieves the company of the difficult 
and sometimes disagreeable task of choos- 
ing one college rather than another. The 
individual employee makes the choice. 

@ It directly serves the interest of the 
company by encouraging and aiding the 


institutions where its employees take 
courses. In a sense, the company makes contri- 
butions in direct proportion to the value it re- 
ceives in education for its employees. 

@ It directly serves the interest of the 
colleges and universities receiving the 
grants by getting money to them in the 
form most appreciated—unrestricted funds to 
be used at the discretion of their administrators. 

Largely because tuition supplements are un- 
restricted as to use, this plan enjoys the unquali- 
fied approval and gratitude of the schools re- 
ceiving such aid. This is not true of some of the 
other plans for granting aid to colleges and 
universities. 

Tuition supplements, of course, can’t be re- 
garded as large efforts relative to the need of 
higher education and the responsibilities of 
business. But they are a very practical and use- 
ful first step, involving almost no problems. If 
you are not familiar with the idea of supple- 
mental grants, why not discuss it with some of 
your friends in the field of higher education? 


The Price Of Novelty 


Our experience with tuition supplements in- 
dicates that this is an excellent plan, and we 
are glad to recommend it to other companies 
looking for an effective method of providing 
financial aid to higher education. 

At any rate, we hope that business firms will 
not postpone granting financial aid until they 
find some novel way of doing it. If they do, it 
will be another case of too little and too late. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


ee rs 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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ANNOUNCING 
NEW ‘AC, EXTENDED SHELL 
FIRE | (RING SPARK PLUGS 


indatys MEWEST! ndcstys BEST! 


© REVOLUTIONARY NEW AC 
SPARK PLUG DESIGN! 








ASSURES CONTINUED SUPERIOR | 
ENGINE PERFORMANCE! : 


@ Avs EXTRA MILES TO 
SPARK PLUG LIFE! 


THOROUGHLY TESTED 
@ AND PERFORMANCE 
PROVED! 


Read the complete story of the new 
and revolutionary AC Extended Shell 
Fire-Ring Spark Plug. The opening 
chapter to a continuing story of record 


sales success for you and your dealers. 
THE ELECTRONICS DIVISION OF GENERAL MOTORS 2 
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ee Shell Fire-Ring Spark Plugs 


SELECTED AS ORIGINAL EQUIPMENT 
ON ALL 


YOUR BIGGEST SALES YEAR and bril- 
liant Buick performance start with new AC 
Extended Shell Fire-Ring Spark Plugs... 
installed as original equipment on all 1960 
models. Developed by AC Ignition Engi- 
neers, the new AC Spark Plug combines 
the outstanding features of AC’s famed 
Extended Tip design with the revolutionary 
AC exclusives of an Extended Shell and new 
Knurled Center Electrode. 


THE NEW AC EXTENDED SHELL 
DESIGN assures better combustion at the 
spark plug gap for smoother performance at 
all speeds by positioning the gap deep in the 
combustion chamber. This location auto- 
matically provides more turbulence which 
increases the scouring and scrubbing action 
on the insulator tip to keep it free of fouling 
deposits. And the new Knurled Center Elec- 
trode multiplies the sharp points at the gap 
to provide faster, surer starts under all 
conditions. 


AC SPARK PLUG #% THE 
ELECTRONICS DIVISION OF GENERAL MOTORS 


122 (To obtain more data on advertised products see page 142) 


MAKE 1960 YOUR YEAR'OF RECORD-BREAKING 
SALES AND PROFIT! PROMOTE AND SELL NEW 
AC EXTENDED SHELL FIRE-RING SPARK PLUGS 
WITH THE EXCLUSIVE DESIGN THAT IS REV- 
OLUTIONIZING THE SPARK PLUG INDUSTRY! 





COMPARISON PROVES 
AC DESIGN SUPERIORITY! 


Note how the ordinary extended tip plug’s 
excessively long ground electrode burns away. 
This causes power-robbing flash-over and poor 
spark plug performance due to gap growth. 
Insulator protection, too, soon breaks away. 


The new AC Extended Shell Fire-Ring Spark 
Plug’s shorter ground electrode reduces burn- 
ing and break-off during extreme tempera- 
tures. The insulator tip is shielded during starts 
and protected against drowning after false 
starts. Insulator protection remains intact... 
continued superior performance is assured! 
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New Extended Shell Fire-Ring Spark Plugs 
SELECTED AS ORIGINAL EQUIPMENT 
ON ALL 


1990 PONTIAC cars: 


/ 
— ) 


YOUR BIGGEST SALES YEAR and 
sparkling Pontiac performance start with 
new AC Extended Shell Fire-Ring Spark 


Plugs ... installed as original equipment on 
all 1960 models. Developed by AC Ignition 
Engineers, the new AC Spark Plug combines 
the outstanding features of AC’s famed 
Extended Tip design with the revolutionary 
AC exclusives of an Extended Shell and new 
Knurled Center Electrode. 


THE NEW AC EXTENDED SHELL 
DESIGN assures better combustion at the 
spark plug gap for smoother performance at 
all speeds by positioning the gap deep in the 
combustion chamber. This location auto- 
matically provides more turbulence which 
increases the scouring and scrubbing action 
on the insulator tip to keep it free of fouling 
deposits. And the new Knurled Center Elec- 
trode multiplies the sharp points at the gap 
to provide faster, surer starts under all 
conditions. 


AC SPARK PLUG & THE 
ELECTRONICS DIVISION OF GENERAL MOTORS 
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MAKE 1960 YOUR YEAR OF RECORD-BREAKING 
SALES AND PROFIT! PROMOTE AND SELL NEW 
AC EXTENDED SHELL FIRE-RING SPARK PLUGS 
WITH THE EXCLUSIVE DESIGN THAT IS REV- 
OLUTIONIZING THE SPARK PLUG INDUSTRY! 





COMPARISON PROVES 
AC DESIGN SUPERIORITY! 


Note how the ordinary extended tip plug’s 
excessively long ground electrode burns away. 
This causes power-robbing flash-over and poor 
spark plug performance due to gap growth. 
Insulator protection, too, soon breaks away. 


The new AC Extended Shell Fire-Ring Spark 
Plug’s shorter ground electrode reduces burn- 
ing and break-off during extreme tempera- 
tures. The insulator tip is shielded during starts 
and protected against drowning after false 
starts. Insulator protection remains intact... 
continued superior performance is assured! 











(To obtain more data on advertised products see page 142) 





New ela Shell Fire-Ring Spark Plugs 
IMPORTANT INFORMATION FOR ALL 


FORD 


DEALERS, PARTS MANAGERS, AND SERVICE PERSONNEL 


ET 


THE BIG STORY for your dealers to tell 
customers doing FORD service work is that 
AC’s new Extended Shell Fire-Ring Spark 
Plug is specifically engineered to improve 
Ford spark plug performance. Developed by 
AC Ignition Engineers, the new AC Spark 
Plug combines the outstanding features of 
AC’s famed Extended Tip design with the 
revolutionary AC exclusives of an Extended 
Shell and new Knurled Center Electrode. 


THE NEW AC EXTENDED SHELL 
DESIGN assures Ford owners of better com- 
bustion at the spark plug gap for smoother 
performance at all speeds by positioning the 
gap deep in the Ford engine’s combustion 
chamber. This location automatically pro- 
vides more turbulence which increases the 
scouring and scrubbing action on the insula- 
tor tip to keep it free of fouling deposits. 
And the new AC Knurled Center Electrode 
multiplies the sharp points at the gap to 
provide faster, surer Ford starts under all 
conditions. 


AC SPARK PLUG 4. THE 
ELECTRONICS DIVISION OF GENERAL MOTORS 
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AC’s new and 
revolutionary extended 
shell fire-ring spark plug 
is specifically engineered 
to improve spark 


plug performance 


MAKE 1960 Y@UR WEA 
SALES AND PROFIT! PROMOTE AND SELL NEW 
AC EXTENDED SHELL FIRE-RING SPARK PLUGS 
WITH THE EXCLUSIVE DESIGN THAT IS REV- 
OLUTIONIZING THE SPARK PLUG INDUSTRY! 





COMPARISON PROVES 
AC DESIGN SUPERIORITY! 


@ Note how the ordinary extended tip plug’s 
excessively long ground electrode burns away. 
This causes power-robbing flash-over and poor 
spark plug performance due to gap growth. 
Insulator protection, too, soon breaks away. 


@ The new AC Extended Shell Fire-Ring Spark 
Plug’s shorter ground electrode reduces burn- 
ing and break-off during extreme tempera- 
tures. The insulator tip is shielded during starts 
and protected against drowning after false 
starts. Insulator protection remains intact .. . 
continued superior performance is assured! 








ll 
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New (@ Extended Shell Fire-Ring Spark Plugs 
IMPORTANT INFORMATION FOR ALL 


CHRYSLER 


DEALERS, PARTS MANAGERS, AND SERVICE PERSONNEL 


THE BIG STORY for your dealers to tell 
customers doing CHRYSLER service work 
is that AC’s new Extended Shell Fire-Ring 
Spark Plug is specifically engineered to 
improve Chrysler spark plug performance. 
Developed by AC Ignition Engineers, the 
new AC Spark Plug combines the outstand- 
ing features of AC’s famed Extended Tip 
design with the revolutionary AC exclusives 
of an Extended Shell and new Knurled 
Center Electrode. 


THE NEW AC EXTENDED SHELL 
DESIGN assures Chrysler owners of better 
combustion at the spark plug gap for 
smoother performance at all speeds by posi- 
tioning the gap deep in the Chrysler engine’s 
combustion chamber. This location auto- 
matically provides more turbulence which 
increases the scouring and scrubbing action 
on the insulator tip to keep it free of fouling 
deposits. And the new AC Knurled Center 
Electrode multiplies the sharp points at the 
gap to provide faster, surer Chrysler starts 
under all conditions. 


AC SPARK PLUG ™ THE 
ELECTRONICS DIVISION OF GENERAL MOTORS 
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AC's new and 
revolutionary extended 
shell fire-ring spark plug 


is specifically engineered 
to improve spark 
plug performance. 


YEAR OF RECORD-BREAKING 

IT! PROMOTE AND SELL NEW 

SHELL FIRE-RING SPARK PLUGS 

EXCLUSIVE DESIGN THAT IS REV- 
OLUTIONIZING THE SPARK PLUG INDUSTRY! 





COMPARISON PROVES 
AC DESIGN SUPERIORITY ! 


Note how the ordinary extended tip plug’s 
excessively long ground electrode burns away. 
This causes power-robbing flash-over and poor 
spark plug performance due to gap growth. 
Insulator protection, too, soon breaks away. 


The new AC Extended Shell Fire-Ring Spark 
Plug’s shorter ground electrode reduces burn- 
ing and break-off during extreme tempera- 
tures. The insulator tip is shielded during starts 
and protected against drowning after false 
starts. Insulator protection remains intact .. . 
continued superior performance is assured! 
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New €% Extended Shell Fire-Ring Spark Plugs 


CHEVROLET-APPROVED 


AS IMPORTANT SERVICE OPTION FOR CUSTOMERS 
REQUIRING SPECIAL DUTY SPARK PLUG PERFORMANCE! 


THE BIG STORY for your dealers to tell 
customers doing CHEVROLET service work 
is that AC’s new Extended Shell Fire-Ring 
Spark Plug is their best answer to owners 
requiring special duty spark plug perform- 
ance. Developed by AC Ignition Engineers, 
the new AC Spark Plug combines the out- 
standing features of AC’s famed Extended 
Tip design with the AC exclusives of an 
Extended Shell and new Knurled Center 
Electrode. 


THE NEW AC EXTENDED SHELL 
DESIGN assures Chevrolet owners of top 
engine performance in‘txtreme driving con- 
ditions. The new AC design positions the 
spark plug deep in the Chevrolet engine’s 
combustion chamber. This location auto- 
matically provides more turbulence which 
increases the scouring and scrubbing action 
on the insulator tip to keep it free of fouling 
deposits. The new AC Knurled Center Elec- 
trode multiplies the sharp points at the 
gap to provide faster, surer Chevrolet starts 
under extreme conditions. 


AC SPARK PLUG # THE 
ELECTRONICS DIVISION OF GENERAL MOTORS 
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R OF RECORD-BREAKING 

! PROMOTE AND SELL NEW 

AC EXTENDED SHELL FIRE-RING SPARK PLUGS 
WITH THE EXCLUSIVE DESIGN THAT IS REV- 
OLUTIONIZING THE SPARK PLUG INDUSTRY! 





COMPARISON PROVES ADVANTAGES! 


Note how the ordinary plug’s excessively long 
ground electrode burns away. This causes 
power-robbing flash-over and poor spark plug 
performance due to gap growth. Insulator pro- 
tection, too, soon breaks away. 


The new AC Extended Shell Fire-Ring Spark 
Plug’s shorter ground electrode reduces burn- 
ing and break-off during extreme tempera- 
tures. The insulator tip is shielded during starts 
and protected against drowning after false 
starts. Insulator protection remains intact... . 
continued superior performance is assured! 
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Merchandising 








HOW RESTROOMS 
IMPROVED 











A FLEET of fully equipped trucks like this tours Lion Oil Co. stations. Washrooms have improved sharply (above right) 


Restroom Task Force Pays Off 


A fleet of panel trucks is showing Lion Oil 


dealers how to make restrooms build sales 


C LEANER RESTROOMS mean more 
customers. That’s the firm belief 
behind the Lion Oil Co. “sanitation 
task force” now visitin: dealers. 

The decision to spruce up station 
restrooms and keep them “hospital 
clean” is largely the result of a Du 
Pont survey. A canvass of 25,000 
drivers drew the conclusion that on a 
trip, the average driver (man or wom- 
an) selected a service station primarily 
on the basis of clean restrooms. Brand 
importance was listed as secondary. 

The “task force” consists of a fleet 
of new white panel trucks, each 
staffed by “cleanliness experts” spe- 
cially trained by the company, a Mon- 
santo affiliate. The trucks are equipped 
with sufficient tools and supplies to 
whip the worst restroom into shape, 
or to put a fine gloss on a good 
one. 

The operation is aimed at training 
dealers to maintain spotless wash- 
rooms. The specialists fix up the rest- 
room and instruct the dealer on how 
it can mean more sales volume. They 
take pains to suggest how the busy 
dealer can fit restroom care into his 
schedule. 

Here’s what a truck crew can do 


to an 
room: 

e Make it spotless, using mop, 
brush, detergent supplies and lots of 
elbow grease. 

e If the restroom needs a paint 
job, the truck crew has the brushes 
and paint to do a complete or touchup 
job. 

e Plumbing fixtures can be _ re- 
paired or replaced. The trucks carry 
extra toilets, sinks, and piping. 

e Electrical fixtures, signs, soap 
dispensers can be replaced or added. 

Upon completion of the job, the 
truck crew presents the dealer with a 
set of tags for the restroom keys (see 
picture right). 

Stations visited by the fleet are 
periodically graded on the appear- 
ance of the restroom. The rating is 
based on whether the restroom is at- 
tractive enough to bring the customer 
back. A “good” grade means rest- 
rooms are a “positive selling power.” 
“Fair” means average restrooms, 
which leave the customer neutral as 
to whether he'll return. “Poor” goes 
to stations whose restrooms do not 
meet the standards of a discriminating 
customer. 


unwholesome-looking wash- 


December, 1959 * NATIONAL PETROLEUM NEWS 


KEY TAGS plug ‘sanitized’ restrooms, em- 
phasize virtue of keeping them locked. 
Lion says customers feel ‘privileged’ 


Lion’s program was launched last 
December in El Dorado, Ark., and is 
rapidly being extended through the 
seven other Southern states in which 
Lion has dealers. 

“To the best of our knowledge this 
is the only program of its kind in the 
industry,” says marketing vice presi- 
dent J. H. Sheehan, “and it is designed 
to improve a situation that has be- 
come a headache for all retail mar- 
keting oil companies and service- 
station dealers, as well as for the 
motoring public.” aH 
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Ad Campaigns that Click: I 





Merchandising 





‘For Country, Industry, Company 


Sinclair's American Conservation series is drawing 
3,000 thank-you letters a month—and helping sales 


baer. GrouPs benefit from Sin- 
clair Refining’s American Con- 
servation advertisements, says the 
company. In order of service, Sinclair 
lists them as the nation, the indusiry, 
and the company. It reads a little like 
the Pledge of Allegiance, but the 
company says it works. 

Not that business interests are ne- 
glected—far from it. Sinclair says an 
annual expenditure of only $360,000 
for the campaign has resulted in in- 
creased gasoline sales and an excel- 
lent corporate image. -So satisfied is 
Sinclair with the results of the cam- 
paign that officials see it running “for- 
ever.” 

The colorful advertisements extol 
the beauties of Yorktown, the Grand 
Canyon, Cape Hatteras, and other 
scenic or historic sites. Each ad also 
salutes a major organization working 
in the interests of conservation in the 
area. There is no Sinclair sales mes- 
sage, just a logotype and an offer of 
tour data from the company’s tour 
bureau. 

Directed at “the influential upper 
6-8-million,” the ads appear in Time, 
Newsweek, Saturday Review, Natural 
History, and National Geographic. 

How do they serve the nation-in- 
dustry-company groups? The nation 
is served by the boosted internal tour- 
ing and the aid to the conservation 
program. The entire oil industry ben- 
efits because more touring means 
more driving and more driving means 
more gasoline sold. Sinclair, of course, 
shares in the general industry benefits 
and cashes in on good public rela- 
tions. 

What’s Behind an Ad—The cam- 
paign is the brainchild of Reynolds 
Girdler, vice president in charge of 
public relations and advertising, who 
developed the campaign “to take a 
private corporate interest and extend 
it into public service.” Girdler rides 
close herd on the agency preparing 
the ads, and is not adverse to writing 
the copy himself when the agency’s 
doesn’t meet his standards. 

In mapping out an ad, the first step 
is selecting an area in which Sinclair 
has marketing interests. Then a site 
is selected that can be tied in with a 
local organization doing conservation 
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work (the D.A.R. was used in the 
Yorktown ad, the 4-H Clubs appeared 
in the Alamo ad). 

Advance proofs of the ad are sent 
to Sinclair personnel in the district, as 
well as Officials at the advertised site. 
Copies are also sent to members cf 
local, state, and federal government. 

Public Reaction—Results have been 
almost instantaneous. Letters of thanks 
—over 3,000 a month—-pour in from 
associations, conservation enthusiasts, 
Congressmen. Site officials usually re- 
port a boost in visitor volume (20% 
for Perry’s Monument). Readers write 
in for tour data. All the letters are 
grateful, many promising that the 
writer will buy Sinclair gasoline and 
even stock. 

Girdler reports only two antagonis- 
tic letters during the 5-year cam- 
paign: one English-born gentleman 
wrote to argue the fact that the Amer- 
icans won the battle of Yorktown; 
another wrote to charge the National 
Education Association, mentioned in 
an ad, with being subversive! 

Hot on the heels of the thank-you 
letters come the kudos: certificates, 


Lake Erie-where history was written on an old envelope.. 


ynclour 


A Greet Mame in 8 


awards, citations. All are received in 
well-publicized ceremonies. 

Says vice president Girdler, “The 
oil industry is overlooking a tremen- 
dous opportunity in not doing more 
to boost travel. People are hungry for 
suggestions on where to go. They'll 
go to see roses, azaleas, anything. 
And when they go, they usually drive. 
This should be an industry effort.” @ 





Merchandising Memos... . 





Union Oil has signed up to co- 
sponsor all radio and _ television 
coverage of the Los Angeles Dod- 
gers’ games, including the 32 pre- 
season exhibitions. 


PEsso Standard TV commercials 
during football games use small 
car appeal. Camera spotlights deal- 
er signs in several languages as 
announcer points out Esso’s devel- 
opment of special servicing tech- 
niques for sports cars and new 
Detroit compact models. 


>I don’t understand it, says de- 
signer Bert Sherman of Kelly & 
Gruzen, planners of shopping cen- 
ters. “With the booming small-boat 
market for oil companies, why 
doesn’t somebody start building 
some sharp waterside service sta- 
tions? Most of the fuel set ups at 
marinas are pretty rugged look- 
ing. 





. ings from Purolator seals used on 


Lion Oil jobber Gilford Adkins 
is using city buses as mobile bill- 
boards. All Clarksville, Tenn., buses 
carry a Lion sales message on sides 
and rear. A 50% sales increase in 
the past year is attributed in part 
to the bus signs. 


Movie actress Corinne Calvet 
was guest of honor at Purolator’s 
Prizarama Sweepstakes finale in 
New York. Everything from. mink 
stoles to power motors were award- 
ed to dealers. Entries were back- 


car doors and jambs. 


>A lion with a thorn in his paw, 
a saucer full of visiting Martians 
—these are the visitors to service 
stations depicted in Kerr-McGee’s 
new TV commercials. Cartoons 
dissolve into live action, serving as 
a strong attention-getter. Five of 
the spots have been filmed. 
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... all the ingredients for a profitable, one-stop lighting service 
—the part of the TBA picture that’s growing fastest of all! 


The number of headlamps on 
newer cars has doubled and there’s 
still plenty of standard 7" head- 
lamp business around as well. In 
both cases Tung-Sol Vision-Aid 
headlamps provide the kind of 
performance your customers can 
bank on in all kinds of traffic and 
weather. 


The number of miniatures has 
mushroomed, too... up to 48 on 
some of the fancier models. There’s 
a sturdy Tung-Sol miniature for 
every socket. Miniatures move 
even faster when they’re displayed 


in the handy, plastic Tung-Sol 
merchandisers. 


When it comes to servicing 
direction signals you’re in good 
stead, because only Tung-Sol pro- 
duces a full line for both passen- 
ger car and fleet use. 


Get yourself squarely in the 
lighting service profit picture. 
Tell your supplier you want the 
line that’s got ’em all. . . Tung- 
Sol! Automotive Products Divi- 
sion, Tung-Sol Electric Inc., 
Newark 4, N. J. 


's: TUNG-SOL 


HEADLAMPS + MINIATURE LAMPS «+ FLASHERS 
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LIGHTING SERVICE 
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Ask your supplier about new Tung-Sol 
Auto Lighting Rack. Stocks everything 
you need for one-stop lighting service. 
(24" x 32" x 8") 


(To obtain more data on advertised products see page 142) 





THIS IS WHAT HAPPENED WHEN 


All-out motorist promotion by the Frontier Refining Company brings 
‘in new customers, dramatically increases service station traffic 
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Greeley motorists were made vividly aware of “Moly” 
grease by covered wagon with provocative banners. Wagon 
toured streets day after day, made frequent stops at 
Greeley's four Frontier stations. 


Typical Frontier station in Greeley is operated by Robert 
Innis at 1028 Ninth Street. Station, in residential district 
off main through highways, depends on repeat business 
of satisfied local resident 








“MOLY” GREASE HIT GREELEY, COLO. 


TYPICAL STATION MULTIPLIED GREASE SALES 
EIGHT TIMES; GAS SALES UP 10% 


Though abnormally bad spring weather dampened sales 
for most service stations in Greeley, the Frontier Refining 
Company’s outlets showed phenomenal increases. 
Frontier, who recently adopted Molysulfide® chassis 
grease for its service stations, had launched an all-out 
motorist promotion of “Moly” grease to increase service 
station traffic. 


Results at Bob Innis’ Frontier station in Greeley were 
typical of the response—and further proof that “Moly” 
grease excites the imagination and interest of both motor- 
ists and dealers. Innis reports: 


“IT averaged 12 to 15 grease jobs a month before 
Frontier introduced ‘Moly-Lith’ (Frontier’s 
brand name for its ‘Moly’ grease.) After putting 
in ‘Moly-Lith’, my grease sales jumped to 98 
in the first 28 days. I estimate that 35 to 40% 
of these sales were to new customers, and I hon- 
estly believe they were attracted to my station 
from the ‘Moly-Lith’ promotion alone. 


“My gasoline sales increased 10% in spite of 
the bad weather. I can also see an increase in 
my sales of TBA. 


“Frontier ‘Moly-Lith’ grease has put the car on 
the rack, and, by my being able to get under 
the hood, I’m selling more fan belts, batteries, 
universal joints and oil filters.” 


TREND IS TO “MOLY” GREASE IN STATIONS 


Oil marketers in growing numbers are building service sta- 
tion sales with “Moly” grease. The reason is simple. Its 
advantages are easy to demonstrate, easy to understand— 
and, above all, easy for the customer to experience. Motorists 
come back for it .. . ask for it. . . tell their friends to ask for 
it. And, as Frontier’s experience shows, this increased traffic 
increases sales of everything the station sells. 


Investigate the merchandising potential of “Moly” grease 
for your service stations. Climax Molybdenum Company, a 
Division of American Metal Climax, Inc., 500 Fifth Avenue, 
New York 36, N. Y. 
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Triple-play promotion involved coordinated effort by Frontier sales 
organization, advertising department and station operators. L. to R.: 
Dale Wright, Frontier Advertising Director; Bob Innis, local operator; 
Alan Gardner, Frontier's Manager of Lubricant Sales. 
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Special month-long promotion included big newspaper ads (in 
color) twice a week, 12 radio spots a day over two stations. Meet- 
ings were held with groups of truckers and farmers. Posters were 
supplied to stations, as were steering wheel tags to put on cars 
after grease job. 


Write for your copy of “” ‘Moly’ 
Grease Brings More Business to 
Service Stations”. This case 
history tells how another 

major oil company used “Moly” 
grease to promote sales. 


CLIMAX MOLYBDENUM 





This is why a tire valve always needs changing 
whenever you mount a new tubeless tire 


Notice the old used valve above. The rubber has “set”, last two or more tires. Every dealer owes it to himself 
reducing its diameter and sealing effectiveness. Also, and to his customer when he mounts a new tire to be 
removing old tire valve tears the seating surface. sure that the valve is as new as the tire. 


While each Schrader tire valve is an engineering Remember: Always install a new valve with every 
“marvel in miniature”, it should not be expected to out- new tubeless tire you mount. 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 


" Division of Scovill Manufacturing Company, Incorporated 
Sdhreder | FIRST NAME IN TIRE VALVES 
oe ieee te ianesatesaeane FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


American made to American Standards of Quality 
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By DONALD MacDONALD 


> Prospects seem brighter than ever 
for the rapid spread of diesel-engined 
cabs (NPN—Aug. p181). At the recent 
convention of the National Assn. of 
Taxi Owners, a diesel panel reported 
19-24 mpg fuel economy in traffic, 
compared with about 11.5 mpg on 
gasoline. 

Except for a few imported Mer- 
cedes-Benz cabs, experience so far has 
been limited to the Perkins engine in- 
stalled in Plymouth cabs. About 100 
are in operation. The U.S. distributor 
for Perkins, the American Diesel Corp 
of Detroit, has an exclusive arrange- 
ment with Ken Brown Inc. for instal- 
lation of these engines. Brown, a De- 
troit Plymouth-Dodge dealer, charges 
$795 over the cost of a gasoline- 
powered cab. 

Brown says he’s ordered 100 new- 
model Perkins engines that deliver 
10% more horsepower. He expects to 
sell 1,000 conversions in 1960. 

Operators and cab manufacturers 
alike are watching closely the per- 
formance of existing Perkins-powered 
Plymouths. Highest mileage unit to 
date is believed to be a Detroit-based 
checker with 45,000 miles on the odo- 
meter. So far it’s posed no mainte- 
nance problems, but its owner is wait- 
ing for the 100,000-mile mark, the 
point at which its gasoline-powered 
counterparts receive major overhaul. 

Perkins-powered cabs are operating 
in Los Angeles, San Francisco, De- 
troit, Boston, New York, Atlanta, 
Trenton, Louisville, Buffalo and In- 
dianapolis. 


> A significant development in diesels 
is reported from Canton, Ohio, by 
Hercules Motors Corp. 

In business on a worldwide basis 
since 1915, Hercules has designed a 
completely new line of diesel engines 
ranging from 50 to 350 hp in three, 
four, six and eight cylinders. 

Of particular interest are the light- 
weight, high-speed units intended for 
conversion of light- and medium-duty 
gasoline-powered vehicles to diesel 
operation. Conversion, the company 
claims, is simply a matter of installing 
the engine; no expensive clutch or 
gearing modifications are necessary. 

“We have high hopes that diesel 
power in light and medium trucks— 
as well as in taxicabs—will have the 
same degree of acceptance as it 
does today in large over-the-highway 
trucks,” says President William L. 
Pringle. 
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To encourage this acceptance Her- 
cules is posting for the first time “sug- 
gested list prices” for its engines. This 
practice is similar to that of automo- 
bile manufacturers. These prices ap- 
pear quite competitive. The distributor 
list for a 50-hp, three-cylinder unit is 
$950; that of a 115-hp, six-cylinder 
3000-rpm model $1,400. 

Four of these new engines can be 
equipped for operation on almost 
any hydrocarbon without adjustment. 
Hercules demonstrated to automotive 


"Pree, 


writers recently how its V-8 diesel 
cycle engine with a 17-to-1 compres- 
sion ratio can successfully burn reg- 
ular-grade gasoline without excessive 
detonation. 

The secret, worked out in coopera- 
tion with Hispano-Suiza of France, 
is a special combustion chamber com- 
bined with a special metal insert. 
The insert absorbs enough of the heat 
generated by compression ignition of 
gasoline to permit the piston to oper- 
ate undamaged in this atmosphere. 
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298 LONG SERVICE | 
LOW COST and FAST > 

, DELIVERY, | PICK 
. WVWIKING PUMPS 


NO SPEED INCREASERS 
REQUIRED. CONNECT 
THE VIKING TRUCK 
PUMP DIRECTLY TO 
TRANSMISSION 
THROUGH POWER 
TAKE-OFF 


Take a tip from truckers with experience. Specify Viking Pumps for top service. 
Experience shows that, in many cases, Viking Pumps are still going strong when 


trucks they're mounted on are worn out. 


Then pumps are remounted on other 


trucks for more service. With Viking Truck Pumps, you also get: 


® Fast, positive delivery. 


@ Revolvable casing for handy port 
locations. 8 positions. 


@ Integral thrust bearing of sturdy 
construction. 


@ Either extra long packing box or 
mechanical seal. 


@ Safety valve on pump head. 


@ Complete capacity range of 35 to 
300 gallons per minute. 


For information on Viking Truck Pumps, write for Catalog GR 





VIKING — the leader, 
not a follower, 
in Rotory Pumps 


VIKING PUMP COMPANY 


Cedar Falls, la.,U.S.A. In Canada, it’s ‘Rote-King”’ Pumps 


Offices and Distributors in Principal Cities © See Your Classified Telephone Directory 
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Leading marketer kicks off fall program 
SYSTEM 


Finds it triple-threat for higher battery profits 


Here’s another M.O.S.T. success story! One of the 
nation’s leading oil companies* marketed the 
M.O.S.T. system for a year. The result? So favor- 
able that another division of the company has 
adopted the M.O.S.T. system exclusively shis fall 
for all outlets. Here are 3 good reasons why: 


1. Four batteries serve all cars — You can offer 
(and sell) dealers 4 batteries to service every car on 
the road. No need to miss a sale or lose a customer. 
2. Cuts down dealer inventory — Dealers no 
longer need carry a huge assortment of odd-ball 
types that never move. Instead, they have extra 
cash to stock other profitable TBA items, 


SPINNING POW, 


3. Pushes up dealer turnover -— Because the 
M.O.S.T. investment is low — compact inventory 
with loads of eye-and-buy appeal — turnover is 
fast and complete (probably many times a year). 


It all adds up to the M.O.S.T. for you — your 
maximum opportunity for sales and turnover. The 
M.O.8S.T. in convenience, tog. Sixteen Globe plants 
producing the M.O.S.T. Batteries provide fast, eco- 
nomical delivery to your specific marketing areas. 


For more information on how you can gef your 
battery program off to a fresh start, write for 
Bulletin G-100. 


Name on request 


“aga GLOBE-UNION INC. 


SPLIT-seconp STARTING 


MILWAUKEE 1, WISCONSIN 


if it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 


(To obtain more data on advertised products see page 142) 
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By FRANK C. STURTEVANT 


Plug scopes go over big 
... Air filter campaign 
...Antifreeze experiment 


QUICKEST MOVE on the TBA 
front in a long time was A-C’s intro- 
duction of its plug-scope immediately 
following a similar move by Champion 
in August. Word is that Champion 
got such a big response the scope 
manufacturer couldn’t fill the orders 
fast enough. 

Service-station operators apparent- 
ly take to these small versions of the 
larger and more elaborate oscillo- 
scopes, which have become popular 
for complete engine analysis. 

Naturally the very low price is a 
big attraction. Champion’s scope plus 
plug assortment runs $79; A-C’s scope 
sells for $45. One of the big scopes 
costs several hundred dollars. 

Then too, a scope for testing plugs 
can be used in any station, whether 
the dealer is doing tuneup or not. 

In view of the initial success of 
the plug scopes, chances are we'll 
see oil companies pushing them on 
their own hook next year. It’s a na- 
tural for a tie-in with almost any 
TBA product, package or deal. 


Air Filter Push—Filter manufac- 
turers continue to beat the drums 
for the air filter replacement market. 
Fram Corp. recently started a crew 
of “Fantom” drivers around the coun- 
try passing out five silver dollars to 
service station men who ask to check 
the air filter. 

Filter people see great possibilities 
in air filters because, for the first 
time, an accessory has been added 
that’s a cinch to replace. 


Antifreeze Experiment—lIt’s been 
a long time since anyone promoted 
methanol-type antifreeze, but Mobil 
is giving it a whirl this year. Dealers 
have been provided with A-board 
posters and window banners plugging 
Mobil Freezone. Dealers have been 
given a set of numerals for the center 
panel to show any price they choose. 


Dealers Need TBA—lIn the course 
of telling a Florida oil jobbers’ con- 
vention that the “ultimate retail sale 
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is more your business than ever be- 
fore,” S. C. Bartlett, Texaco vice 
president for domestic sales, sug- 
gested jobbers ask themselves these 
basic questions: 

e Am I serving the full needs of 
my dealers? Every 10,000-gal.-a- 
month station has an average TBA 
potential of $305 a month and an 
average jobber potential of $55 a 
month. 

e Have I told and sold my dealers 
on the need for really being in the 
TBA business? On a national aver- 








fire and collision losses . . . 
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HAS UNRESTRICTED 





FLOW 


Your surest protection against 


ONLY OPW's No. 10 


STRAIGHT THROUGH 


Tires—Batteries—Accessories 





age, stations sell 35% of all TBA 
goods bought by consumers. 

e Have I fully explained to my 
dealers the potential profit on TBA 
sales? Balanced selling should bring 
55% of station profits from petroleum 
items, 45% from TBA and related 
automotive services. 

e Do I have proper training and 
merchandising programs to help my 
dealers sell the full line? Am I using 
not only my own ideas but also those 
offered by my petroleum supplier and 
by TBA manufacturers? 


(() 


IN CASE OF FIRE 


Fusible Link . . . melts at 160 
automatically closing No. 10. 





IF PEDESTAL IS OVERTURNED 


Machined Shear Section 
breaks at 250 ft. ib. torque 
closing line. 


No. 10 REMOTE PUMP 
SAFETY SHUT-OFF VALVE 


for service station pedestals of remote 
pumping systems or installations where ele- 
vated tanks supply pressure to dispensers 





IF PEDESTAL IS BUMPED 


Spring Loaded Latch...releases 
automatically closing No. 10. 


e Can be used as a manually operated shut-off 
valve when repair or removal of pedestal is nec- 
essary. 

Can be manually reset without the use of tools 
or shut-down of pumping system. 

Has air test opening for checking piping system 
against leaks without “breaking-a-line” or remov- 
ing the valve. 


Write for free manual F-47 for complete informa- 
tion about this valve. 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO 
PHONE: Kirby 1-5400 


OPW CORPORATION 


hendi 


Valves @ Fittings @ A blies for 





g hazardous liquids 
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CLOSER TEMPERATURE CONTROL 
obtained with automatic radiator shutters 
means longer engine life, more efficient oper- 
ation, Temperature variation between 167° 
and 187° with shutters as compared to 102° 
to 181° without shutters was reported and 
certified in loaded vehicle road tests. 


LONGER WIRING HARNESS LIFE is the 
direct result of Ford’s greatly improved elec- 
trical wiring system for 1960. Ford’s ’60 wiring 
harness and the 1959 wiring harness were 
subjected to shaker table tests plus constant 
exposure to oil and water vapors, and tem- 
peratures of 200°. Certified test results show 
a threefold increase in 1960 wiring harness life. 


INCREASED FUEL PUMP RELIABILITY 
is an added benefit from Ford’s submerged- 
type electric fuel pump. Certified results of 
dynamometer tests showed no vapor lock 
with Ford’s electric pumps at temperatures 
up to 200°, whereas incipient vapor lock with 
mechanical fuel pump resulted in a power loss 
of 9% under same conditions, 
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It’s a fact! Numerous reports from high-mileage 
operators of Super Duty Trucks attest to Ford’s 
outstanding durability. Studies by an independent 
research firm provide certified proof that these 
models are even more durable for 1960. 


Ford Super Duty Trucks have earned a reputation for excep- 
tional performance and durability since their introduction two 
years ago. Shop service records of many leading fleets show 
Super Duty tractors with mileage readings between 150,000 and 
250,000 and no repairs other than normal maintenance. Similar 
testimony to the dependability of these Big V’s by other satisfied 
users is being added each month. Is it any wonder that ’59 sales 
of these units were more than double those of 1958? 


And for 1960, the Ford Super Duties offer additional refine- 
ments. Bigger optional axles and increased GVW’s to permit 
greater payloads and more profitable operation. Automatic 
radiator shutters to keep the engine temperatures within the 
most efficient operating range, improved submerged-type elec- 
tric fuel pumps to prevent vapor lock, and redesigned wiring 
for more reliable operation are typical of the improvements 
to be found in these units. 


The changes offered for 1960 were tested and evaluated by 
a leading research organization. Certified results of the studies 
by this impartial firm (name available on request) provide 
proof that Ford’s Super Duty Trucks are even more dependable. 


@ Certified Durability through closer temperature control! 
Independent research engineers certify that Ford’s thermostati- 
cally controlled radiator shutters kept water temperature be- 
tween 167° and 187° in severe mountain grade operation. The 
test truck with shutters blocked open under same operating con- 
ditions had a temperature range from 102° to 181°. The temper- 
ature variation of only 20° with shutters means less expansion 
and contraction in block and heads. Higher, more constant tem- 
peratures permit oil to circulate more freely, reducing internal 
friction. All these factors contribute to longer engine life. 


Certified Reliability with longer-lived electrical system! 
Thicker insulation on wires resists deterioration by heat, oil and 
gasoline. Asphalt-impregnated loom and plastic-coated mount- 
ing clips protect against abrasion. Certified results prove that 
the 1960 wiring harness has three times longer life. 


Certified Reliability with Ford’s submerged-type electric 
fuel pump! Dynamometer tests of engines with submerged-type 
electric fuel pump and conventional mechanical type showed 
that vapor lock was non-existent with Ford’s electric pumps at 
temperatures up to 200°, whereas incipient vapor lock with 
mechanical pump resulted in a power loss of 9% at an underhood 
temperature of 200°, 


Endurance tests were run on alternators, two-speed axle speed- 
ometer adapters and other related components with similar 
results. Get all the facts at your Ford Dealer's now! 
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in Ford Super Duties! 


1959 FORD SUPER DUTY 
TRUCK SALES MORE THAN 
DOUBLE THOSE OF LAST YEAR 
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“Our first Ford C-1000 tractor has logged 190,000 trouble-free 


miles since March of ’58,” 


says Robey W. Estes, Vice President and 
General Manager of Estes Express Lines, Rich- 
mond, Va. “We haven't had a single road failure 
and we only bring it into the shop for regular 
preventive maintenance work once a month. 
“We use the 477 engine and find oil con- 
sumption is exceedingly low . . . only one or two 
quarts added between 3000-mile oil changes. 


Engine compression at 190,000 miles is still 
high and fairly equal and our drivers say that 
power and pep are at about the same level as 
when the truck had been run only 60,000 miles. 

“We are grossing between 52 and 56,800 
pounds with our Ford Tilts. They are giving 
about the same gas economy and better oil 
mileage than other makes in our fleet. We 
bought our fourth Ford C-1000 tractor last 
month and hope to add more soon.” 


FORD TRUCKS COST LESS 


LESS TO OWN... LESS TO RUN... BUILT TO LAST LONGER, TOO! 
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For Dependable Air Service 


If you use compressed air, you'll do better with 
Brunner. The nearly forty jobs in garages, NEW WATER COOLED , 
service stations and repair shops that depend on AIR COMPRESSORS 
compressed air are important jobs. Shut-down FOR : 
on any one of them is costly . . . and such costly 
shut-down is what Brunner dependability has a ee 
been eliminating since 1906. 
Brunner air compressors are tailored to fit 
your layout in sizes % H.P. through 50 H.P., ; 
single and two stage models. There are hori- The new WJ and WK line is designed for 
zontal, vertical or remote tank jobs for “‘start- Truck Service, 10-15 Pit Large Car Dealers, 
stop” or continuous operation. Famous Brunner Refineries, Bulk Plants. In sizes from 10 H.P. 
“slow-speed” design cuts wear of moving parts through 30 H.P. Request Bulletin 763 for com- 
for longer life and dependable air supply. plete water cooled air compressor specifications. 
Es. = JUST OFF THE PRESS! Air Compressor 
Pocket-Guide full of facts for correct selection. 


— Send for your free Guide today. ‘DUNHAM/BUSH 
e Ask for Form #77]. 
BRUNNER DIVISION 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 
DUNHANM-BUSH, INC. WEST HARTFORD, CONNECTICUT * MICHIGAN CITY. INDIANA 


MARSHALLTOWN, IOWA oo ¢ «= RIVERSIDE. CALIFORNIA 
suesioianics 
MEAT-x, Wee. oyna BUSH (Camama) 67 


WEST HARTFORD 10 e CONNECTICUT e¢ U. S. A. er oe 


Amana BUEH LTO OR UNER CORPORATION (CANADA) LTO 
PORTSMOUTH ENGLAND Ont HOPE. ONT AMO 
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Equipment 


MODERN LIGHTS give stations a ‘new look’ at night. Surface-mounted fluorescent tubes make this outlet stand out 


Why Modern Station Lights Pay 


It's true that lighting service stations costs more today than it 


used to, but you're getting a lot more, says the author. Here's how 


By S. J. ZAGEL 


President, Compco Corp., Chicago 


NGINEERS AND ARCHITECTS often ex- 
press concern over the price tag for lighting 
today’s service stations. One reason the cost is 
higher, of course, is that all manufactured products 
cost more to make. But for what you pay for 
lighting today, you’re getting far more value for 
your money. 


In former days the only light source available 
was the incandescent lamp. Because the lamp itself 
was smaller than the fluorescents used today the 
enclosures used around them were smaller and 
took less material and less labor to make. Typical 
incandescent fixtures cost about $18 to $45 per 
unit. 

Wiring, too, was simpler because power lines 
ran directly to switch and socket without going 
through ballasts and other controls needed for 
fluorescent lamps. 

You can appreciate the difference by comparing 
the weight. Incandescents weighed from 12 to 18 
lbs. per lumenaire while today’s fluorescents range 
from 115 to 240 lbs. per lumenaire. The greater 
weight, in turm, requires heavier poles or light 
standards. Obviously they cost more because more 
steel and labor is used. 
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Despite its higher initial cost, oil marketers 
gradually have adopted fluorescents for nearly all 
service-station needs. There’s even a growing use 
of fluorescents for lighting the building facade, long 
considered the last holdout of incandescent spots 
and floods. 

Fluorescents used on the building face give a 
more brilliant, cool, crisp light; make the building 
stand out more effectively; and eliminate glare in 
the operator’s eyes when he walks out of the build- 
ing to take care of customers at the pump island. 

May i suggest you look at some of the recently 
installed lighting equipment and notice the “new 
look” in nighttime station appearance. There you'll 
see what attractive, efficient lighting can do to make 
a station stand out. 


Even though you lay out more original money 
for fluorescents, they give you a more brilliant light 
pattern over a wider area, and the effect is closer 
to natural daylight than was ever possible with 
incandescents. 


At the same time lamp replacement costs far 
less because the lamps last longer. So you get 
lower maintenance, lower operating costs, and 
above all something that increases gasoline sales. @ 
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More than 300 quarts per minute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


Why FMC-MeS OIL FILLERS are known as 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 
filler features: 


High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


. Low Maintenance, Rugged con- 


struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range — equalling the speed of 
latest closing machines— with no 


MC 


FOOD MACHINERY 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4. Waste-Free Filling. Such FMC 


“firsts” as the precision “No can 
—No fill” mechanism assures pre- 
vention of product waste. Addi- 
tional features that are available 
include the combination chute- 
belt-worm timer for gentle han- 
dling of lithographed cans, 
banked can track for high-speed 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 


Putting ideas to 





Work 


Your FMC representative 
will gladly show you which 
M&S Filler Model is best 
suited for your oil filling 
requirements. Won’t you 
call him today? Or write 
for new M&S Oil Filler 
Bulletin No. CMD-701W, 
free on request. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Sales Offices: 


AND CHEMICAL 


DR PORATION JE WESTERN: SAN JOSE, CALIF. « EASTERN: HOOPESTON, ILL. 


(To obtain more data on advertised products see page 142) NATIONAL PETROLEUM NEWS * December, 1959 
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Replacing positive displacement pumps, 
this single Marlow 32 HELP-13 uses 
less horsepower than old units yet in- 
creases capacity from 300 to 350 gpm. 


6-314 
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Two New Pumps Replace Five Positive Displacement Units 


The Superfine Fuels Company of Philadel- 
phia, Pennsylvania, is one of the largest home 
fuel oil retailers in the area. Owned by Joseph 
Goldenburg, the firm operates 36 trucks from 
its bulk plant at Lawrence St. & Erie Ave. 


The plant is equipped with an underground 
capacity of 160,000 gallons of #2 fuel oil. Until 
recently, five positive displacement pumps, 
totalling less than 750 gallons-per-minute 
capacity, served the loading racks. Two new 
Marlow Pumps, having a total capacity of 950 
gpm, replaced these old units. The new Mar- 
lows, a 425EL and a 32 HELP-13, using less 
than half the horsepower than the old pumps, 


This Marlow 425EL self-primer in- 
stalled at Superfine Fuels Company 
pumps from underground tanks at 600 
gpm to speed truck filling. 


increased loading capacity almost 27%! 


The performance of the Marlow bulk plant 
pumps was so excellent that Mr. Goldenburg 
is presently converting his truck fleet from 
rotary type to Marlow Self-Priming Pumps. 
He expects that the change-over will enable 
him to increase the number of stops per truck. 


If you have a problem of improving plant ef- 
ficiency and cutting operating expenses, look 
to Marlow for help. Marlow builds a complete 
line of petroleum handling pumps for bulk 
plants, home delivery trucks and transports. 
See your Marlow dealer today for details or 
write direct for Bulletin PM06. 


° 
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DIVISION OF BELL & GOSSETT CO. 
Midland Park, New Jersey 


Morton Grove, Illinois @ Longview, Texas 
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you want. We'll fill your order and send you a bill. Prices 
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e OiPs Role in Modern History—A handsome 22°x 
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© What's Hot in Oil Heat—An information-packed 
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e How to Figure Gas vs. Oil Cost—A simple and lucid 
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ing aid for new employes and a valuable refresher for 
old ones. Useful for public relations programs or 
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e What New Refining Trends Mean—lInvaluable for 
non-technical oil men. Explains terms and processes, 
tells how new developments affect marketing. Another 
key training aid. 12 pages—75¢. Reprint R12 


e Tuneup—tTells you how your dealers can build 
profits with tuneup, what equipment they need, what 
it costs, who should and shouldn’t do tuneup. Be sure 
you read this if your dealers are interested in tuneup 
work. 12 pages—75¢. Reprint R11 


e Nine Ways to Outsell Gas Heat—All the ammunition 
heating oil men need to strike back at their toughest 
competitor. 4 pages—25¢. Reprint R10 


e How to Sell Your City Council on a Permit—A< step- 
by-step plan showing how to use available local statistics 
to prove stations are safe. 4 pages—25¢. Reprint R9 
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them, when dealers should use them. Most comprehen- 
sive study of its kind. 12 pages—75¢. Reprint R6 
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pages—S0¢. Reprint R4 
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Low profile pumps 

. identified as the Bennett 2100 series 
are designed to pick up overhead and 
other station lighting for dial-face illum- 
ination. High hose outlet is claimed to 
provide perfect hose drape with greater 
hose length. Top, side and upper door 
panels are outdoor-anodized aluminum. 


Circle No. 1 on Reply Card 


Vapor-Tite fill 

. . . for fuel-oil tanks consists of a 
McDonald fill tube with composition 
sleeve combined with a McDonald shock- 
proof nozzle. Chief feature of McDonald 
fast-fill system is the sleeve that expands 
to form a seal against the inside of the 
pipe. Since no adaptors are needed, 
manufacturer claims fuel-oil deliveries 
can be made with high flow rates without 
first installing adaptors on all customer 
tanks. 


Circle No. 2 on Reply Card 


Brake-drum lathe 

. is said to be a moderately priced 
unit that will handle heavy-duty truck 
work and also turn passenger-car drums 
with the speed of a much smaller lathe. 
The Ammco Model 5000 is said to have 
new features that shorten job completion 
time. 

Circle No. 3 on Reply Card 


Rotary pump 

. . made in England is a rubber-to- 
metal, rotary axial flow type. Manufac- 
turer, Goodyear Pumps, claims method 
of bonding rubber to metal inserts adds 
strength and resilience; and that rubber- 
to-metal action results in a greater meas- 
ure of self-compensation when wear 
begins. 

Circle No. 4 on Reply Card 


Wet-sleeve engines 

. . « feature three new Diamond T gas- 
oline powered trucks for medium and 
heavy duty. Wet-sleeve design offers re- 
placeable cylinder sleeves said to have 
a much lower rate of wear than cylinder 
walls that are part of the engine block. 
New high-visibility cabs are heavily in- 
sulated. 

Circle No. 5 on Reply Card 


Two propane meters 

. . . introduced by Neptune have built-in 
temperature compensators that automat- 
ically adjust each delivery to a 60-deg. 
F basis. Compensator is a bellows-type 
thermostat that controls variable-ratio 
drive to register so that only 60-deg. 
corrected volume is indicated. 


Circle No. 6 on’ Reply Card 


Deluxe white lamp 

. .. has been added to General Electric’s 
series of Power Groove fluorescent tubes. 
The new tube is said to be the first to 
combine great light-producing ability 
with improved color rendition at higher 
lighting levels. Power Groove lamps 
were formerly available only in standard 
cool white. 


Circle No. 7 on Reply Card 


Truck-Mounted Propane Tanks 


PART of a fleet of nine single-barrel 2,400-gal. propane tanks mounted on 
Chevrolet Viking 60 chassis by Master Tank & Welding Co., Dallas. 
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Meter assembly 

. introduced by Liquid Controls is 
especially suitable for high speed pump- 
ing rates on fuel-oil tank trucks. Assem- 
bly, including air-actuated check valve 
and air eliminator, is said to be inde- 
pendent of pump pressure, pump effi- 
ciency, discharge rate and drop condi- 
tions. 


Circle No. 8 on Reply Card 


Bench capper 

. introduced by Scientific Filter is said 
to eliminate from 1,500 to 3,000 hourly 
hand motions per operator. Seals the 
latest type of plastic push-in dispensing 
spouts On containers of lighter fluid and 
household oil. Manufacturer claims a 
speed up to 40 sealed containers per 
minute. Without operator fatigue. 


Circle No. 9 on Reply Card 


Grease worker 

. . is a one-fourth-scale model con- 
forming to ASTM D-1403-56-T. Work- 
ing parts of stainless steel housed with 
motor and drive in stainless-steel case 
on polished aluminum base. Gear reduc- 
tion motor with variable speed control 
provides an output of 60 double strokes 
per minute. 


Circle No. 10 on Reply Card 


Compact pump 

. - - in what is said to be a simple new 
design, is the Albin rotary. Claimed to 
Offer noiseless, efficient service for heat- 
ing-oil transfer applications. Available in 
seven sizes with capacities ranging from 
0.8 to 12 gpm at 210 psi; and from 12 


to 106 gpm at 140 psi. 
ranges at 1240 rpm. 


Circle No. 11 on Reply Card 


Both rating 


New Dodge line 

. . Offers an entirely new series of 
medium- and high-tonnage gasoline and 
diesel trucks. Swing-out fenders combined 
with a new cab-forward design are ex- 
pected to replace tilt cabs in many opera- 
tions. Front fenders are hinged at the 
radiator and swing out 110 deg., exposing 
headlights, horns, belt drives, wiring and 
other components for servicing. Five V8 
gasoline and four Cummins diesel engines 
are available. 


Circle No. 12 on Reply Card 


Tachograph 

. .. is a new Engler unit called a driver 
change model. In addition to recording 
truck speed, mileage and stops, the new 
model will record what driver was driving 
the vehicle at any given time. Graph 
provides record for uninterrupted periods 
up to seven days. 


Circle No. 13 on Reply Card 


Embossed panels 

. of architectural porcelain enamel 
steel are offered in a variety of surface 
planes by Davidson. May be used sep- 
aretely or in conjunction with flat panels 
for an extensive range of design possi- 
bilities. Over-all size, 40 x 60 in. Em- 
bossed area, 34 x 36 in. 


Circle No. 14 on Reply Card 


Improved disc 

. for Universal’s line of check valves 
for "above-ground installation on gasoline 
dispensing pumps, is made of a new 
composition said to be unaffected by 
additives used in today’s high-octane 
gasoline. The line of pump valves 
presently consists of nine models. 


Circle No. 15 on Reply Card 
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Laboratory tested 
and field tested 
for Wheaton precision 
and performance 


Type T-1950 20’ Emergency 
Vent Manhole Cover 


Get tight, precision 
emergency venting 


This sturdy Wheaton Vent meets all the 
requirements of the A.P.I. Venting Guide 
for emergency pressure relief. Flanged 
base can be welded directly to tank, or 
bolted to a 20” A.P.I, Roof Manhead. 
Diaphragm seal in the cover insures posi- 
tive tightness, and safety cable prevents 
cover from leaving tank top if blown free. 
Pallet permits loadings of 1 oz./sq. inch; 
higher settings on specification. Entire 
cover can be quickly lifted off base, with- 
out unbolting or gasket replacement. 


Wheaton - 


BREATHER VALVE 


with improved pallet design 


his new Wheaton Breather Valve—thoroughly tested in the laboratory and 

in the field for high rate of flow and vapor-tight control of vacuum and 
presssure—can give your storage tanks the best in breather valve design... 
vapor conservation...weather protection...and ease of maintenance. 


These Features Assure High Flow — Durability —Easy Servicing 

1. Diaphragms for both pressure and vacuum pallets maintain tightness 
through a wide range of pressure and vacuum. 

2. Large areas of all flow spaces ensure maximum flow rates at relatively 
small pressure or vacuum beyond settings. 

3. All aluminum parts anodized in accordance with government specifica- 
tions, to minimize oxidation and corrosion. 

4. Vacuum and pressure pallets provide efficient drainage and resist 
freezing. 

5. Vent is completely hooded for weather protection. 

6. Clamp rings on the vacuum diaphragm make the valve easy to maintain. 


Wheaton Quality Control Throughout 
The T-1900 Breather Valve exemplifies the same exacting standard in 
material and workmanship that has been a Wheaton tradition for over six 
decades. Investigate today how it can help your storage tank operation — 
and at a saving. Send for details now. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage 
Tank Fittings and Truck Tank Equipment for the Petroleum and Chemical Industries. 


Foreign Manufacturers 
Emco Ltd., London, Ontario, Canada « Emco Brass Mfg. Co. Ltd., Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany + Liungmans, Maimo, Sweden 
Baza S.R.L., Buenos Aires, Argentina, S.A. 
Ff 
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What’s New in Equipment 





Two grease guns 

. .. for hand operation have been added 
to the Plews line. G-17 accepts standard 
cartridges and can also be loaded by 
all popular bulk loading methods. G-16 
is a lever gun that handles bulk grease 
only. Both give a full charge on each 
stroke. Plungers lock out when loading. 

Circle No. 16 on Reply Card 


Spark arrestor 
. and silencer for vehicle exhausts 
operating in hazardous areas has been 
developed by Locomotion engineering. 
Said to stop sparks by cooling exhaust 
gases below point of combustion in 
double-walled, vented, spherical chamber, 
with a minimum of back pressure. 
Circle No. 17 on Reply Card 


WITH SHURE FIXTURES, YOU 


Spark-plug tester 

. « » is a newly designed King Electric 
unit said to detect inefficient or defective 
plugs either when installéd or removed 
from the engine. In addition to plug 
testing, the patented power supply also 
locates cross-fire and leakage in hi-tension 
wiring. 

Circle No. 18 on Reply Card 


Power stirrup 

. . . for operating swing stages used in 
tank painting is said to have a number of 
new speed and safety features. The 
Wadsworth Hi-Lo is powered by a 
heavy-duty electric drill; has a speed 
governor, automatic clutch, and overload 
shear pin. UL approved. 


Circle No. 19 on Reply Card 


CAN ALWAYS ADD SALES EVEN 
WHEN YOU CAN’T ADD SPACE 


BATTERIES POLISHING LUBRICATION 


Your profits largely depend 
upon how effectively you 
display T. B. A. items. Cus- 
tomers buy what they see! 
Let us show you how Shure 
Merchandising Fixtures can 
boost T. B. A. sales in your 
Sales Room and your Serv- 
ice Room. 


Send floor plan for 
suggested arrangement 


&9hure 


TIRES 


ruses ACCESSORIES 


THE SYMBOL 
OF BETTER 
MERCHANDISING 


MANUFACTURING CORPORATION 1601 s. HANLEY Ro. + st. Louis 17, MO. 
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iat 
Pipe repair clamp 


. is a newly designed version of the 
Marman heavy-duty Patchmaster. New 
lug design allows clamp to conform to 
pipe contour under high torque and 
without biting into the pipe. For sizes 
¥% in. through 8 in. and in widths of 
2 in. through 8 in. and in widths of 3, 
6, 9 and 12 in. 


Circle No. 20 on Reply Card 
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Spray chemicals 


. sold to the oil-heating trade under 
the brand names of Sootspray and Odor- 
gon are now available in new, larger, 
aerosol containers offering more product 
at the same price as former containers. 
Sootspray is a soot remover; Odorgon 
eliminates fuel-oil odor. 


Circle No. 21 on Reply Card 


— 


Viscosity tester 


. . brought out by Testing Machines 
Inc., is a pocket type comparator for on- 
the-spot testing under all conditions. Noz- 
zle is inserted into oil to be tested; about 
Y% oz. is withdrawn. In a few seconds a 
direct reading is obtained in Saybolt 
Seconds of 100 deg. F. 


Circle No. 22 on Reply Card 
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Closing machine 

... for oil and antifreeze cans is said to 
emboss and close quart cans at maximum 
speed of 600 per min. The Continental 
450-HCM, has previously been available 
only for food products. Seaming mechan- 
ism and cover feed can be adjusted to 
handle aluminum cans. 


Circle No. 23 on Reply Card 


Steam cleaner 

. .. known as Kelite Mark IV can be used 
to clean and phosphatize storage tanks 
and large vehicles by means of high ca- 
pacity steam or high pressure water rinse, 
or both. Direct-fired model is fueled with 
natural, manufactured or LP-gas. Fireless 
model draws live steam from any exist- 
ing supply. Actuation of nozzle lever 
turns on gas supply and starts pumps, 
making it possible to locate machine in 
a separate room. Capacity 600 gph at 
90-100 psi. 


Circle No. 24 on Reply Card 


Car washer 

. Said to be a low-cost unit, is offered 
by Tuxco Corp., through the Three Star 
Sales Corp. Called the Mark 5, the new 
model supplies both cleaner and rinse 
water under high pressure using a carbon- 
bearing metering pump. Dealer list price 
of complete unit $179. 


Circle No. 25 on Reply Card 
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Power spray 

. . . for both car and engine washing has 
been added to the Lincoln Engineering 
line. Operates off of any standard air 
compressor, dispenses detergent solutions 
from 55-gal. drum. One spray tip has a 
fan pattern for general car washing; a 
second tip delivers a chisel pattern spray 
for removal of heavy accumulation of 
grease and dirt on engines. Drum cover 
fits standard 55-gal. containers. 


Circle No. 26 on Reply Card 


Wheel balancer 

. is available mounted on a conical 
merchandiser stand standing 20% in. 
high on a 19-in.-diameter base. Ideal 
Precision balancer can be removed from 
merchandiser to floor to eliminate lifting 
when balancing heavy truck tires. Can 
also be mounted on tire-changer center 
post. 


Circle No. 27 on Reply Card 


(Continued on next page) 








BLACKMER rotary bulk handling pumps 


compact, efficient and self-priming 


THESE BLACKMER CONSTRUCTION FEATURES ASSURE 
TOP PERFORMANCE AND LOW MAINTENANCE 


Integral pressure control valve 
Internal splined coupling 





Integral gear head construction 
Hardened steel helical gears 


“Self-adjusting for wear” 
sliding vane design 


Cartridge type seals 
Heavy duty anti-friction bearings 


Available in MODELS GX2, GX2 %, GX3 
and GX4. Delivery ratings — 35 to 525 GPM. 


"liquid materials handling”® equipment 





3 





(MER 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 
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Literature ... 





Compressor catalog 

. . » No. 36A covers the Brunner line of 
small air compressors ranging from % 
through 20 hp. Features include a ques- 
tion-and-answer section with selection 
data charts, a sample submittal specifi- 
cation sheet, and what is claimed to be 
one of the most detailed sections on 
accessories. 


Circle No. 28 on Reply Card 


Tuneup charts 


.. . for 1959 model passenger cars have 
been compiled by Automotive Electric 
Assn. Charts contain exact factory 
specifications and standards of adjust- 
ment. Wiring diagram booklet is in- 
cluded. Price for series, $3.00, from as- 
sociation office 16223 Meyers Rd., 
Detroit 35, Mich. 


LPG fire control 


. is the subject of a new 10-minute, 
16-mm color-with-sound film. The new 
film is an on-the-scene report of an LPG 
tank-truck fire in Arcade, Calif., involv- 
ing an 8,000-gal. truck-trailer combina- 
tion. Price $75 per print, from National 
Fire Protection Assn., 60 Batterymarch 
St., Boston 10, Mass. 


Hypresphere valves 


. . . are described in a new Rockwell 
bulletin devoted to the company’s line of 
full-opening, lubricated, spherical plug 
valves. Bulletin includes detail draw- 
ings, specifications and dimensions for 
each size, 16-, 20-, 24- and 30-in. Also 
covers three types of valve operators. 


Circle No. 29 on Reply Card 


New door line 


. is illustrated in McKee bulletin No. 
34. Bulletin covers the company’s low 
cost Pacemaker overdoors, featuring 


_heavy-gauge, zinc-plated tracks, hinges 


and hardware; cantilever-type support 
brackets; optional panel arrangements; 
precision counterbalance; and _ taper 
closures. 


Circle No. 30 on Reply Card 


Meter spec sheets 


. are available on new positive dis- 
placement meters of Liquid Controls 
Corp. The new LC specification sheets 
show dimensional drawings, capacity 
and pressure data, and meter weights. 
Also describes attachments available to 
meet special requirements. 


Circle No. 31 on Reply Card 


Meter bulletin 


. . . describes the functions and opera- 
tions of the Rockwell Turbo-Meter, 
claimed to be’ the first practical high 
capacity meter for use in petroleum 
pipelines handling either crude or prod- 
ucts. Has built-in system for sustained 
accuracy regardless of viscosity of 
product. 


Circle No. 32 on Reply Card 


Pump bulletin 


. . . describes the Marine Products line 
of centrifugal pumps in capacities up to 
320 gpm. Bulletin 1004 covers design 
features, specifications and a discussion 
of design theory on which manufac- 
turer bases claims of high efficiency in 
operation. Includes cutaway views of 
pumps. 


Circle No. 33 on Reply Card 


ASTM symposium 

. on bulk quantity measurement in- 
cludes discussions at Houston, Feb. 1958, 
by C. L. Peterson and E. F. Wagner, 
Atlantic; H. E. Sims, Esso; M. A. Levy, 
Southern Pacific Pipe Lines; G. D. 
Robinson, Gilbert & Barker; and L. S. 
Wrightsman, Humble Pipe Line. Price 
$2.25. ASTM Headquarters, 1916 Race 
St., Philadelphia 3, Pa. 


























ANOTHER NEW 
PETELCO PRESTIGE LIGHTING 
UNIT TO ENHANCE THE 
FINEST STATION ARCHITECTURE 
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The new Petelco V-T exemplifies the latest in 
modern lighting equipment for modern service 
stations. 

Recent surveys show that light intensities are not 
enough. It has been proven that light placement and 
light quality make a significant difference in the 
customer-attracting qualities of service stations. 
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Equipment People . . . 





Blake 


R. W. Blake 
has been elected 
vice president in 
charge of sales of 
Shand and Jurs 
Coi, succeeding 
E. E. Jurs, retired. 
Blake has ;epre- 
sented Shand and 
Jurs in sales for 
the past 22 years. 
He was previously 
regional vice pres- 
ident in charge of 


eastern sales. Shand and Jurs is now a 
subsidiary of General Precision Equip- 


ment Corp. 


Headlee 


William A. 
Headlee has been 
named manager of 
the Kansas City 
branch of A. Y. 
McDonald Manu- 
facturing Co. He 
was formerly a 
branch manager 
for the wholesale 
division of the 
Rogers Bros. Seed 
Co. at Twin Falls, 
Idaho. Headlee will 


have charge of the Kansas City branch at 
1410 Union Ave., and the Waldo sub- 
branch at 72nd and Wyandotte, and 
will also supervise the Columbia, Mo., 


branch. 


Davenport 


Nelson E. Dav- 
enport has been 
promoted to as- 
sistant to the vice 
president of Rock- 
well Manufactur- 
ing’s petroleum 
and industrial 
meter division. He 
is now responsible 
for management of 
the division and 
also for the sale of 
Rockwell meter 


valve products in Canada. He was pre- 
viously export sales manager. Before 
joining Rockwell in 1950 he was a 
process design engineer with Taylor 


Refining Co. 
* 


MacDonald 


John H. Mac- 
Donald has been 
named general 
manager of Gor- 
man-Rupp of Can- 
ada Ltd., a new 
concern located 
at St. Thomas, 
Ont. MacDonald 
has been purchas- 
ing agent of Ca- 
nadian Allis-Chal- 
mers at St. Thomas 
for the past eight 


years and before that was with St. 
Thomas Steel Products Ltd. He is presi- 
dent of the Western Ontario Purchasing 


Agents Assn. 





The Petelco V-T has been designed to give you 
more of what you need for today’s and tomorrow’s 
stations: (1) Light with maximum “customer attrac- 
tion” power; (2) A design that puts the light where 
you need it—over the pumps, under the hood, and at 


Edwards 


R. S. Edwards 
heads the new 
petroleum market 
sales department 
of the Reynolds 
Metals Co., Rich- 
mond, Va. Ed- 
wards joined the 
company in 1951 
as an engineer in 
product and mar- 
ket sales develop- 
ment at Louisville. 
He has also served 


as industrial salesman at Kansas City 
and Dallas and has most recently been 
in charge of industrial sales at Dallas. 


— . 

%. 
Ni 
Owings 


Kenneth B. Ow- 
ings has been 
named project en- 
gineer in charge 
of research and 
development of 
diesel and indus- 
trial lubricating 
oil filtration for 
the Briggs Filtra- 
tion Co., Wash- 
ington, D.C. For 
the past 12 years 
Owings was con- 


nected with Tidewater Oil Co., where 

he handled field testing and develop- 

ment work on fuels and lubricants. 
(Continued on next page) 





P-400 Spotlights. Use Singly 


or in clusters. 


No. 640 Floodlight for 
area and entrance lighting. 





Petelco V-2 Graceful 
fluorescent area and 
island light. 





— 





SS. 
SSpe= 


Petelco V*T for good 
lighting where you 
need it most. 


| 


ETELCO... 


2640 Roosevelt Road 
Broadview, Illinois 


the entrance ways of islands. 
Write for information on the new Petelco VT today. 
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What’s New in Equipment 


Russell S. Kribs has opened his own 
advertising display business in St. Louis. 
A specialist in petroleum point-of-pur- 
chase signs, Kribs recently resigned as 
marketing vice president of Tel-A-Sign 
Inc., Chicago. 





S 

Joseph J. Delfansse, chief engineer 
of Neptune Meter Co., died Oct. 7 in a 
New York infirmary after a long illness. 
He joined Neptune in 1934 following 
graduation from the University of Ver- 
mont. He was product engineer and 
assistant chief engineer until becoming 
chief engineer in 1951. 


W. E. Kennedy was erroneously re- 
ported (NPN—Sept. p184) as having 
switched from Southern Tank to an 
equipment jobbership in Owensboro, Ky. 
Kennedy is in fact still president of 
Southern Tank & Manufacturing Inc. as 
well as active in the new venture, South- 
ern Petroleum Equipment Co. 

e 

C. R. Conklin has been named general 
manager of the Republic Rubber Div. 
of Lee Rubber & Tire Corp. He suc- 
ceeds G. L. Smith, retired. Conklin, who 
studied at Drexel Institute, Philadelphia, 
was formerly eastern district manager. 
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Tire Chains 
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Reinforced and Regular for all 


Passenger Cars and Trucks 
Designed for TBA Profits! Here’s why: 


¢ Complete Line 


reinforced and regular grades, 


a size to fit any vehicle. 


¢ Packaged—more effective display, easy handling. 


¢ Advertised to your dealers. 


* Quality Product — gives customer satisfaction, 
builds profitable repeat business. 


CAMPBELL CHAIN Company + YORK, PA. 
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W. F. Burke 
has joined Nep- 
tune Meter Com- 
pany’s Liquid 
Meter Div. as as- 
sistant distribution- 
service manager. A 
graduate of Rut- 
gers University, 
Burke served in 
the Signal Corps 
in World War II. 
He was with the 

Burke United States Rub- 
ber Co. in several sales capacities, and 
for a period was head of a tire distribu- 
torship in Red Bank. N.J. 

The Chempump Division of the Fos- 
toria Corp. has moved to the Philadel- 
phia suburbs. The company now occu- 
pies new and larger quarters at Buck 
and County Line Roads, Huntingdon 
Valley, Pa. Chempump manufactures a 
line of seal-less centrifugal pumps. 


Equipment Suppliers . . . 





National Assn. of Oil Equipment 
Jobbers reports these applications for 
active membership: 

Fargo Foundry Co., 92 N.P. Ave., 
Fargo, N.D.; Southern Petroleum Equip- 
ment Co., 1610 Haynes Ave., Owens- 
boro, Ky.; Petroleum Equipment Co., 
2143 Kindel Ave., Cincinnati 14, Ohio; 
A. E. Sparling Co., 12133 Coyle Ave., 
Detroit 27, Mich.; Felker Bros. Mfg. Co., 
22 N. Chestnut Ave., Marshfield, Wis.; 
Clifford S. Sullivan, 119 N. 46 Ave., 
Duluth, Minn. Murdaugh Supply Inc., 
511 S.W. 9th St.. Des Moines, R. M. 
Steele, president; Ken Henss, secretary- 
treasurer; Oil Equipment Service & Sales 
Co., 572 W. Maryland, St. Paul 17, 
Minn., Carl M. Olstad, president, Joe 
Dasovich, secretary-treasurer; Modern 
Equipment Co., 3718 Cedar Ave., Min- 
neapolis 7, Minn., Gilmer Gilbertson, 
president, Herb Lagermeier, vice presi- 
dent, Glen Gilbertson, secretary. 

In addition the following have ap- 
plied for associate membership: Rock- 
well Mechanical Packing Co., Inc., 1634 
Long Beach Ave., Los Angeles 21, Cal., 
maker of meter leathers, gaskets, hoist 
packings and related items; Zeal Prod- 
ucts Inc., 4349 Browndale Ave., Minne- 
apolis 24, Minn., manufacturer of the 
Kleer-Flo parts washer, Zeal Grip-Gard, 
and Torg-Spin wrench; and The Wa- 
terous Co., 80 E. Fillmore Ave., St. 
Paul, Minn., pumps and power take-offs. 


C. E. Niehoff & Co. has opened a 
20,000 sq. ft. addition to its main office 
and factory at 4925 W. Lawrence Ave., 
Chicago. This marks the sixth time in 
the past 20 :years Niehoff has found it 
necessary to expand. The company is 
a manufacturer of tuneup testing equip- 
ment as well as of a complete line of 
ignition and hydraulic brake parts. 
Branches are located in Los Angeles, 
Oakland, Dallas, Atlanta, Boston, New 
York and Philadelphia. 
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What's New 


in TBA... 





Filter rack 

. . . for display of Purolator air filters 
can be mounted or placed clear of work- 
img areas. Said to make stock checking 
easy and help keep lube room neat as 
well as save space for other items. Avail- 
able as a package with an AFP-S refill 
for $3.95, the retail price of the refill 
alone. 


Circle No. 34 on Reply Card 


Portable basket 

. . . for display of National Carbon’s 
Prime gas line antifreeze and Prestone 
windshield washer solvent. Basket is 
23 in. in diameter, 15 in. deep, and 
stands on 17 in. legs. Said to be capable 
of holding 150 lbs. of merchandise. 
Available with an assortment of both 
products. 


Circle No. 35 on Reply Card 


Light-bulb package 

. .. introduced by Westinghouse provides 
an individual transparent chamber for 
each bulb. Thirty-two different types of 
automotive lamps are available in the 
new plastic bubble package, packed 10 
lamps to a container. Packages have a 
hole in the top for hanging on pegs for 
display purposes. 


Circle No. 36 on Reply Card 


Foreign-car battery 

. . . brought out by Wisco Div. of the 
Electric Storage Battery Co., is a re- 
placement unit for BMW-Isette and Alfa 
Romeo cars. The new 12-volt battery, 
known as Type 12 F-3, is available wet- 
or dry-charged. It has 11 plates per cell, 
with mechanical separators and hard 
rubber container. 


Circle No. 37 on Reply Card 


Cartridge lamps 

. . added to the Tung-Sol line in 15CP 
and 6CP sizes are of new type made 
with steel caps at each end to permit 
mounting in relatively inexpensive fuse 
clips. Intended for dome and courtesy 
lights, and for radio and license plate 
illumination, both are 12.8 volt, 1.02 
amp lamps. 


Circle No. 38 on Reply Card 


Middle-price tire 

. Sells at 10% above 100-level tires 
but, according to B. F. Goodrich, at 
25% to 50% under other premium tires. 
Called the HT Silvertown, the new tire 
offers typical premium-tire features of 
extra mileage, easy riding, quiet run- 
ning, high-speed safety, extra strength 
and blowout protection. 


Circle No. 39 on Reply Card 
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Washer antifreeze 

. and solvent is now being marketed 
under the Las-Stik trade name in a 16-oz. 
cone-shaped can. When used in the wind- 
shield washer reservoir, the product per- 
mits the washer to operate in below- 
freezing temperature by keeping the 
washer, lines and nozzles open and free- 
flowing. 


Circle No. 40 on Reply Card 


TBA Literature... 


Auto-lamp chart 

. . . for 1960 is available from General 
Electric. As in past years the new chart 
features identification of all makes and 
models of cars on which G-E Suburbanite 
headlamps can be used. Lists all lamps 
used in domestic cars plus cross refer- 
ence of lamps for foreign cars, 


Circle No. 41 on Reply Card 














Happy Holidays 


NEW FOR 1960 
A CARD WILL BRING ONE TO YOU 


MORRISON BROS. CO. 


“OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


IOWA 
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What’s New in TBA 





TBA Suppliers .. . 





Kelly-Springfield is distributing match 
books in five cover designs as tire sales 
aids, By inserting the open end of the 
match book cover into a tire tread, a 
tire prospect can be shown the com- 
parative measurement of the tread depth 
on a dangerously smooth tire and a new 
tire. 


s 

The December issue of “Hoods Up,” 

the American Visuals Corp, dealer train- 

ing manual, has a series of sketches 

showing how automatic transmissions 
work and how to service them. 


Supertest Petroleum of Canada is of- 
fering for the first time a Guaranteed 
Radiator Protection plan. The plan is 
getting heavy promotion with radio and 
television commercials, station streamers 
and newspaper advertising. At the time 
of sale dealers must inspect the cooling 
system, then fill out and turn in one 
section of a radiator tag. 

8 

Trico Products Corp. is giving a 
package of 150 Nibroc No. 700 wipers 
free with each purchase of its new GC-5 
glass cleaner concentrate. One quart bot- 
tle of the concentrate makes five 
gal. of glass cleaner. A plastic sprayer is 
supplied with each bottle. 





for the safest remote pumping... 
specify Red Jacket Safety Check Valves 


Fusible Link 


melts at 


Shear Point 
alve will break 


© release arm « 


Impact Linkage 
reieases yolive orm 
event of severe t 
cess heat r brea 
shear point 


Air Test Port 


osife side 


Leak Detector 
(Optional) throttles 
valve temporarily when 
there is an abnormal 
pressure drop 


Spring Loaded 
Valve Arm 
swings to closed 
position when re 
leased by heat or 
impact to close 
check valve 


Available with Built-in Leak Detector 


The safety features of this new Safety Check 
Valve with optional Built-in Leak Detector 
make it another Red Jacket remote pumping 
first. Installed in the base of a dispenser, it 
protects the remote pumping system against 
damage from impact to the dispenser or danger- 
ous heat. It’s designed to meet strictest local. 
regulations. When equipped with the optional 
built-in leak detector, it will warn attendants 
of a leak in the system—one safety check valve 


Safety Valve 


can be supplied without leak 
detector, 


SOC EEEHE EH HETOTHETEHHHEEEHEEH ERE EEE EEE EEE EEE EES 


with leak detector can protect an entire remote 
system against loss of valuable petroleum prod- 
ucts. Get complete information today. 


r — = = 
RED JACKET 7% 


RED JACKET MANUFACTURING COMPANY €3 


PETROLEUM EQUIPMENT DIVISION * BOX 270, DAVENPORT, IOWA 
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Demand for 12-volt sealed beams 
during the first six months of 1959 ac- 
counted for 58.3% of all sealed beams 
sold, compared with 41.7% for 6-volt, 
according to E. G. Hazeltine, Promo- 
tional Sales Inc. 

@ 


Turtle Wax Inc. (formerly Turtle Wax- 
Plastone Co.) has moved to a larger 
plant at 1800 N. Clybourn Ave., Chi- 
cago. It’s the fifth time the company 
has outgrown production facilities. 

® 

National Carbon is offering dealers 
a choice of two sales aids with each 
case of Eveready Suburban headlamps. 
One of the items is a headlamp shelf or 
counter display mount; the other is a 
clipboard for use in writing up orders. 

© 


Fram Canada Ltd. recently promoted 
an oil-filter package deal with a blanket 
as premium. Called a “Tore Blanket,” 
the premium was offeted to dealers to 
be used as a prize in a 30-day oil-change 
sales contest for service-station employes. 

e 


General Electric Co. is offering a pair 
of plastic clipboards to dealers with each 
case of the new GE Suburban headlamps. 
The clipboards are a convenient size 
for use in writing service-station job 
tickets or checking inventory. 


TBA People... 


James R. Tully 
is now field sales 
manager for U.S 
tires. He was for- 
merly manager of 
oil marketer sales. 
He started in the 
Cleveland branch 
.in 1933 and there- 
after moved up 
through a series of 
sales - department 
jobs. These  in- 
cluded a term as 





Tully 
district manager for oil-marketer sales 
in the southern area and a similar post 
on the Pacific Coast. 


William F. Con- 
nolly has_ been 
named general 
sales manager for 
Electric Autolite’s 
replacement sales 
division. With 
Autolite since 
1948, Connolly 
will direct all re- 
placement sales ac- 
tivities for spark 
plugs, wire and 

Connolly cable, batteries and 
service parts. He was formerly eastern 
regional sales manager, New York City 
division manager, and Boston district 
manager. 


NATIONAL PETROLEUM NEWS ° December, 1959 





Donald C. 

has been 

named general 

sales manager 

of A. Schrader’s 

Son, a_ division 

of Scovill Man- 

ufacturing Co. 

Baker was _for- 

merly manager of 

Schrader’s Akron 

branch. He _ join- 

ed Schrader in 

Baker 1948 and became 

successively technical service represen- 

tative and assistant branch manager at 

Akron. He will be responsible for sales 

of all Schrader merchandise manufac- 
tured in this country. 


Baker 


Dewey F. Gross 
has been named 
sales manager for 
U.S. Rubber’s Fisk 
tire division. Gross 
has been with U.S. 
since 1929, most 
of the time in 
private-brand sales. 
He was most re- 
cently assistant di- 
rector of private- 
brand tire sales, 

Gross and before that 
was Pacific Coast sales manager for 
private-brand tires. 

a 
Harry N. Ro- 
berts has been 
named director of 
marketing of the 
Automotive Divi- 
sion of the Elec- 
tric Storage Bat- 
tery Co. He has 
been general sales 
manager of the 
division since Jan- 
uary 1957. and be- 
iste fore that was head 
of petroleum sales 

for B. F. Goodrich. 

a 


J. Carson Dow- 
ell has been 
named assistant 
to the president 
of _ Kelly-Spring- 
field Tire Co. 
Dowell came to 
Kelly as assistant 
sales manager 
from Goodyear 
in 1954 and held 
that position until 
his present ap- 

Dowell pointment. He 
served in the Goodyear sales department 
in several capacities over a period of 
19 years. 

e 
C. D. Brown, Conoco commission 
agent in Shreveport, La., since shortly 
after the end of World War II, has 
become a Phillips jobber for that area 
(NPN—Oct., p19). 
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Edward C. Campbell is the new sales 
manager of the tire division of Dunlop 
Tire & Rubber Corp., Buffalo, N.Y. He 
succeeds Lester Hill who takes over 
Campbell’s former post as sales manager 
of the foam rubber products division. 
Campbell has been with Dunlop since 
1950 and was once New York division 
manager and eastern regional manager. 

* 
Edmond T. Duffy is the new vice presi- 


dent and director of sales at Electric 
Autolite Co., succeeding W. E. Blank. 
Blank continues as a vice president on 
special assignment. Duffy came to Auto- 
lite in June, 1959, after 10 years in 
various sales management posts at the 
Weatherhead Co. and a period as field 
representative for Purlator. He is active 
on committees of the Automotive Elec- 
tric Assn. and the Automotive Services 
Industry Assn. 


WITH NEW HANNAY HI-CAPACITY HUB ASSEMBLY 


To meet the Jet Age demand 
for hose reels to provide de- 
livery speeds up to 600 gpm, 
Hannay has engineered this 
completely new Hi-capacity hub. 
The unique hub design and the 
long sweep of the hose connec- 
tion provide unrestricted flow 
characteristics unmatched by 
any reel in the industry. 


For more information on Han- 
nay reels with the new Hi-ca- 
pacity hub and other Hannay 
developments for High Speed 
Fuel Delivery, call your Oil 
Equipment Jobber, or write 
direct for complete information. 


CLIFFORD B. HANNAY & SON, 


(To obtain more data on advertised products see page 142) 


INC., WESTERLO, NEW YORK 
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Outlook for the Oil Industry’s second 100 years: 


BIGGER and BETTER 


At the end of Oil’s Centennial year and 
at the start of its second century, the 
future augurs nothing but bigger, better 
and brighter things to come. The space 
age is upon us, and in tomorrow’s world, 
Oil will play an ever increasing role. 
Already, oil industry research has helped 
supply the “exotic fuels” that propel 


dustry growing, amount to more than 
six billion dollars annually. 

In the climate of free competitive en- 
terprise afforded by our great country, 
oilmen will meet the staggering require- 
ments of the future. The petroleum in- 
dustry welcomes the challenge of its 
second one hundred years. 








New Type Oil 
Eliminates Sludge 


A special dispersant built into new 
Cities Service 5D Koolmotor Oil keeps 
harmful contaminants in suspension. 
This “floating action” prevents parti- 
cles from bunching together and 
settling down on engine parts. Since 
damaging deposits never form, valve- 
lifters can’t clog . . . rings can’t stick. 
New 5D Koolmotor Oil is another 
example of how modern research sup- 
plies Cities Service dealers and distrib- 
utors with better products, to serve the 
American motoring public better. 


rockets and satellites into space. 

Oil will continue to progress as 
America progresses. It is estimated 
that the U. S. will consume five and 
a quarter billion barrels of petro- 
leum yearly by 1967, a 66% in- 
crease over the present. By 1965 
petro-chemicals will be consumed 
at the rate of 85 billion pounds a 
year. 

In preparation for whatever the 
future may bring, the oil industry 
spends almost three hundred mil- 
lion dollars a year on research. In- 
vestments in capital expenditures, 
needed to keep all phases of the in- 














Storage for 9,000,000 Barrels of [|] 
4 Petroleum Products | _ 2960 can be 


Refineries, tankers, research facilities 
and service stations are often in the 
public eye. But one facet of the petro- 
leum industry that misses attention is 
storage. Vast facilities are required to 
store crude oil and petroleum products 
to assure a steady supply for the ever 
growing demand. 

The huge spheres shown here are 
part of the Cities Service storage facili- 
ties at Lake Charles, Louisiana. These 
tanks range up to 150,000 barrel capac- 
ity. There are 189 tanks in all at Lake 
Charles, holding 9,000,000 barrels of 
refinery products. 


your year as a 
Cities Service 
Dealer or Jobber 


Never before has the outlook for 
Cities Service dealers and jobbers 
been more profitable. Never before 
has Cities Service offered so much 
incentive, so much assistance to new 
dealers and jobbers. 

If you’re interested in the full 
story, write: Cities Service Oil Com- 
pany, Sixty Wall Tower, N. Y.5,N. Y. 
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PRODUCTS VS. CRUDE GULF COAST 
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Average-prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery 
markets and 7 crude producing areas, east of California. 
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PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, including California. 





























AN IMPORTANT MESSAGE TO TBA EXECUTIVES: 


Why 30 major. 
oil companies market 


“PRESTONE” ANTI-FREEZE 


BRAND 
(Often along with their own brands of anti-freeze!) 





OUTSTANDING SALES RESULTS... 
Sales figures (available as percen- 
tages) prove that the addition of 
“Prestone” brand anti-freeze in- 
creases your overall sales of ethy- 
lene glycol type anti-freeze. 


EXCELLENT PRODUCT QUALITY... 
Motorists trust ‘“Prestone” anti- 
freeze with its exclusive Magnetic 
Film for up-to-date winter protec- 
tion. This product is backed by 
one of the world’s largest anti- 
freeze research laboratories. 


HARC-HITTING NATION-WIDE 
ADVERTISING .. .““Prestone’”’ anti- 
freeze blankets the country with 
radio, TV, magazine and news- 
paper advertising. This effort 
saves your marketing organiza- 


tion valuable time by permitting 
full-time concentration on other 
important promotional activities. 


STOCKPILING UNNECESSARY... 
‘‘Prestone’’ anti-freeze saves 
your capital outlay. Fast, frequent 
delivery service covers the nation 
during the anti-freeze sales season. 


EXPERT ‘‘NATIONAL ACCOUNT” 
SERVICE... Our highly trained 
“national accounts” men help you 
solve marketing and service prob- 
lems on the spot. 


AGGRESSIVE MERCHANDISING... 
Everything you need to sell anti- 
freeze at your station outlets: 
direct mail, posters, stickers, 
streamers, special displays, sell- 
ing service, etc. 


These are six good reasons why 30 major oil companies market “Prestone” 
anti-freeze. Chances are our representative can give you six more that 
relate directly to your special sales situation. Call him now or write to: 
W. P. Fischer, Manager, National Account Sales, Anti-Freeze Division. 


“Prestone”’, ‘‘Eveready” and ‘‘Union Carbide” are registered trade-marks of Union Carbide Corporation 


UNION CARBIDE CONSUMER PRODUCTS COMPANY : bivision of ESS Corporation - 30 East 42nd Street, New York 17, N.Y. 
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Looks Like a Colorful Season 


Early December forecast: It could be a white Christmas for midcountry refiners. 
Recent market signs indicate that black ink could supersede red in earning reports 
by the holidays . . . and chase away any New Year fiscal blues. 

Residuals and distillates found vast reservoirs of untapped strength in November, 
up and down the Great Lakes Pipe Line, on past Chicago and into the reviving 
Detroit industrial area. Tank-car residual-fuel prices started climbing from $1.40 
bbl. a few days after the steel strike ended; discounts off Chicago prices disap- 
peared almost overnight, and Detroit suppliers began talking of advances. Group 
3 distillate postings absorbed three 0.25¢-gal. hikes in a month with no growing 
pains, then leaned toward the fourth. Chicago suppliers exercised unusual restraint 
in inaugurating the season’s first price boost, but the first snowfall touched off an 
upward surge that promised to carry through December. If the steel strike doesn’t 
resume, and if the interior gets the rugged winter weather predicted, you might see 
one of the steadiest fuel-oil seasons in recent history in the nation’s midsection. 

For less tangible reasons, gasoline prospects look relatively best of all. The con- 
traseasonal strength that persisted at the Gulf all last month has shown up in Chi- 
cago, to the extent that some suppliers raised their up-river prices with a “take it 


or leave it” memo to jobbers. Larger suppliers have been turning their backs on 
isolated tank-wagon trouble spots in Chicago, Twin Cities, and other Midwest cities, 
disregarding pump-posting cuts as high as 6¢ gal. by a small number of competitor 
major-brand stations. The result has been an extraordinarily “normal” over-all retail 


picture since late summer. sl dae a te ie 





@ Gas ‘Guesswork’ 


What happens to heating-oil prices depends partly on what happens to gas avail- 
ability. Chicago and Detroit suppliers are recovering from their earlier fears that gas 
competition might seriously hurt them this year. 

At Detroit, one supplier reports “excellent luck” in persuading his heavy-oil cus- 
tomers to contract for residual, by use of this “guesswork”: This year’s per-week gas 
consumption in his area has been higher than last year’s although steel use has been 
negligible, more domestic units have been installed, and Panhandle supply has been 
curtailed. His conclusion: Interruptible gas supplies, cut at Detroit Jan. 30 last 
season, will be cut off by Jan. 1. His recommendation: Buy oil and be sure. 





YOUR GUIDE TO NPN PRICES 


Market barometer 

Refinery and terminal prices 
Key crude oil prices 

Tank wagon prices 

Gasoline consumption by states 
Gasoline prices for 55 cities 
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Refinery and Terminal Prices 








All prices are s lied by Platt’s Oilgram Price Service, NPN‘s as- 
¥ y 5 ~ aa indicate upward and downward move- 
preceding A arrow. Prices as of November 17. 


sociated ——_ 
ment of the 
Last previous Rerieer October 1 


Motor Gasoline 


Guf Coast 

100 oct. prem.....13-14 

99 oct. prem... . .12.625-13.25W 

98 oct. prem... . .12.25-13 

97 oct. prem... . .12-12.625 

95 oct. prem... ..11.75-12,25 

93 oct. prem... . ae tr 75 

ue OTe. 25 

10.375-10.625 
10-10.5 
9. 875-10. 375 
.9 625-10, 125 
.9.5-10 


11,45V 


92 oct. reg... 
Charleston, S. C. 


Detroit, Mich. 
98 oct. prem... . .13.85W-15.5 
92 oct. reg.......11.6W-13.25 


Houston, Tex. 
. grade 15. oe 25 


Miami, Fia. ne 
Reg. grade 13.4-13.9 


pe ap np Paul, en 
99 oct. prem... . . 14.68 
91 oct. reg 


Mobile, Ala. 


Reg. grade 


Port Everglades, ry 
Prem. grade 
Reg. grade 2 


Savannah, Ga. 
Reg. grade 


Tampa, Fla. 
Prem. grad 


Wilmington, N. C. 
Prem. grade. ....13.7-14.4 
Reg. grad 11.65~12.4 


Okla. (Okla. Shpt.) 
99 oct. prem... ..13.5W-15¥ 
91 oct. reg 11.5V-12 


Okla. Group 3 bey K-: Shpt.) 
‘ 99 oct. prem... ..13.25W-14.5W 
91 oct. reg. 10.5¥-11.5¥ 


. North Texas 
. 13. 5W 16.25 
13.5 
ALS 
60 oct. & below... Wh 25W-13 


160 


New Mexico/West Texas 

99 oct. prem... ..14.5-15.5 
98 oct. prem.....14.5-15.25 
90 oct. reg.. 


60 oct. & below. ath ‘$75— 12,5V 


East Texas 
99 oct. prem.. 
98 oct. prem.. 
90 oct. reg. 


. Teg 625-1 
60 oct. & below.. 2 ,25-12.375 
ot decay om & La.) 


04 a 
92 oct. 
89 oct. 
86 oct. reg....... 
84 oct. 


ate 375—16. 25 


Kans. (For Kans. destinations only) 
99 oct. prem... ..14.75W-1E 
91 oct. reg.......11.75W-12V 


Western Penna.—Bradford-Warren 
98 oct. prem.....15 
93 oct. reg.......13 


Oll City 
98 oct. prem..... 
93 oct. reg. 


Central Michigan 
16.25 


-14.15-15.7 
-13,15-14.6 
12, 15-1265 
11.65-12.6 


Tank Car: 

98 oct. prem... ..14,15-15.7 

-13.15-14.6 

.12.15-12.65 
«++ -11,65-12.6 


Tank Truck =e or more) 
98 oct. prem... . .21.3-22.3 
88 oct. reg 17.8-17.9 


San Francisco District 

Tank Truck vines # or more) 
98 oct. prem... 8-22.8 
88 oct. reg 8.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero.. .8.625-10.375 
No. 2fuel....... 8. 125-9. 875 
53-57 d.i. gas oil. .8.5-10.25 
48-52 d.i. gas oil. .8. 375- 10.125 
43-477d.i. gas oil. .8.25-10 
Bunker C fuel... ‘$e, 00-2. 10 
Bunker C fuel 

max 1% sulf....$2.25-2.35 


Albany, N. Y. 

Kerosine, No. 1. . 10 

No, 2 fuel. ......9. 

Diesel oil, shore 
plants 


No. 6 fuel, no 
sulf, guar, $2.49 


Baltimore, Md. 
Kerosine, No. 1, .9.8 
do barges...... 9.55 
No. 2 fuel.......9.3W 
do barges...... 9.05 
Diesel oil, shore 
9.6-9.7 


05 

$2.99 

. «++ $2.75 
do barges... ey? $2,69 


».9 
$3. 46-3 .83 


Me. . fost, no 


Baton Row 

Kerosine, No. 1, 

No. 2 fuel. 

Diesel oil, shore 
lants 


Boston, Mass. 

Kerosine, No, 1. . 
sae ‘ 

Diesel oil, shore 


9.8 
$3.27 
$2.59-2.64 
; r $2.56 
Light Diesel, 
bunkers $3.97 


Buffalo, N. Y. 

i 11.15-11.25 
Diesel fuel (a)... .11.15 

No. H (a).. a x ag 

No. 5 fuel 


e185 
(a) Prices of some sellers to bulk come 
mercial consumers are 0.15¢ higher. 


Charleston, S. C. 


Light Diesel, 
Bunker C, 
bunkers 


Chicago, III. 
Range oil, No. 1..10.125A~11.85 
No. 2 fuel. . 9.375 4-10.85 
No. 5 fuel, low 
SE 8.7 
No. 5 fuel, high 
eulfur......... 8.65-8.75 
No. 6 fuel, low 
sulfur. 
No. 6 fuel, high 
Se 7.4-7.5 


Cleveland, Ohio 


*Delivered Cloveland 
corps Christi, Tex. 


on pe 


Houston, Tex. 
Kerosine, No. 1. .9. 


— oil, shore 
SES 9.4-10.75 
No. 6 ful, no 


Jacksonville, Fla. 
ine, No. 1.. 


Minneapolis y=. on a P 


“10. 18 -10.45 


ome 
Kerosine, No. 1, .10.9 
10.7 


New Haven, Conn. 
Kerosine, No. 1. .9. 
No. 2 fuel.......9. 
Diesel oil, shore. 


New ee La. 
Kerosine, No. 1. .9. 
No. 2 fuel. ......9. 
Diesel oil, shore 


$2.42-2.50 


do 
Noo & $2.65 
puna bana ais e- 


Ik, Va. 
Kevan, No. 1..9.8 
No. 2 fuel....... 9.3 
-~ oil, shore 
its 


do barges 
Light Diesel 
Heavy Diesel, 


Bunker C, 
bunkers 


Pensacola, Fla. 
Kerosine, No. 1. . 
No. 2 fuel....... 10.8 
Diesel oil, shore 

plants 
Philadelphia, Pa. 
Kerosine, No. 1. .9.8 
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e . 
Key Crude Oil Prices (As of November 15) 
United States 
California 
NR Pas cicccccunedsdonbtacnccccncedes $2.98 
‘exas 
West Texas sour, 36 gravity.............0..eeeeeeeees 2.79-2.83 
Mid-Continent : 
Oklahoma sweet, 36 gravity... ...........-sseeeeeeees 2.62-2.97 
Williston Basin 
FO IS OP IUIIDS owe ccccciccccccccccceccouce 2.62-2.87 
Pennsylvania 
A Math cd hadbiks CodNt od cacidpacnsnciesdcntaned 4.40 
Alberta 
PR oe cee sekd su des bes chaesenecdcued costuccses 2.38 
Venezuela ‘ 
Bachaquero heavy, FOB Las Piedras, flat.............. 1.73-1.88 
Middle East 
Persian Gulf, FOB Ras Tanura 
PN Ps Raaktadds< deessnmenddus theces be ttceet 1,90 
Port Everglades, Fla. Okla. Group 3 (Northern shpt.) 
Kerosine, No. 1...10.85-11.3 42-44 w.w. 
No. 2 fuel....... 10.6-11.1 kerosine.......10A 
Diesel oil, shore 58 & above d.i. m 
Cisk<ac000 10.6-11.1 Diesel......... 9A-9. 875A 
No. 6 fuel, no La : ey wenn Hi yw ae 
..-$2.35 No. ~~ aaa -9 
Ps tg oa No. 6 fuel....... $i Boks 
Light Diesel, 
bunkers....... $4.662 North Texas 
Bunker C, 42-44 w.w. 
bunkers....... $2.22 kerosine....... 10.5-11V 
58 & above d.i. 
Portland, Me. ee 10.5-11 
Kerosine, No. 1...10 No. 6 fuel. ...... $1.95V 
No. 2 fuel....... 9.5 
— =. shore 9.9 rv Mexico/W. Texas 
BUBesccccces 42-44 w.w. 
No. 6 fuel, no $2.59-2.64 kerosine....... 10.5-11.25 
sulf. guar......$2.59-2. 58 & above d.i 
. do barges... setae $2.56 2 Dice. Siees 10.5-10.75 
49 b> B MMRs ccccds 0.3 
bunkers....... $2.46 Ne 2 fuel awh ee 10 25 
Ceiciteee. % 0, No. 6 fuel...... $1.90-2.52W 
i 9.9 
porn, 5. s . 4 East Texas 
po : 42-44 w.w. 
= 6s qkerosine.......10.8-11.1 
ee 9 58 & above d.i. 
No. Biel 2.98 7 ae 9.75-10.5 
sul guar ro $2.58-2.63 No. 6 fuel. ...... $2.00-2.50 
ae) $2.56 
No. "8 fo max. Kansas (For Kans. destinations only) 
1% sulf........ $2.83 42-44 w.w. 
do barges. .... $2.76 kerosine.......104-10.1254 
Bunker C, 52 ‘ above d.i. 
bunkers....... 2.46 iesel..... 
58 z above d.i. 
Savannah, Ga. Diesel. ........9.5-9.7 
Kerosine, No. 1. .11.1-11.4 No. 1 fuel....... 9.75A 
No. 2 fuel....... 10.9-11.2 No. 2 fuel.......§ 9A 
Diesel oil, shore No. 6 fuel....... $1.70-1.80 
plants......... 9 
No. 5 fuel eeeeeee $3.01 nm, Per shpt. to Ark. & La. ) 
No. 6 fuel, no 42-44 
sulf. guar... ... $2.37 bonded Semis 10.625 
BA ec seeee $2.34 Tractor fuel. .... ll 
iesel, ; 
‘bunkers. ....£4.578-4.704 a hese 
Heavy Diesel, 
bunkers $3.65 se abpi di 875 
Bunker C, No. 2 fuel....... 9.5 
bunkers....... $2.24 No. 4 fuel Rcaee! #2 55 
Tampa, Fla. No. 5 fuel. ...... 2.35 
Keren, No. 1. .10.9-10.95 No. 6 fuel....... $2.20 
No. 2 fuel....... 10.7 
Diesel oil, shore Western Penna. <1 cen 
BD. ocecsces 10.7 Kerosine........ 
No. 6 fuel, no 55 cetane Diesel. . 
sulf. guar... ... $2.37 No. 1 fuel....... 11.25 
do barges...... $2.34 No. 2 fuel. ......10.75 
Light Diesel. .... $4.62 36-40 gravity fuel.10.25 
Bunker C, 
bunkers eecccee $2.34 os City - 
erosine eeccecee 
am a 11.25 55 cetane Diesel. .11.7 
Diesel oil....... 11. No. 1 fuel....... 11.25 
No. 1 fuel....... 11-12.9 No. i fuel....... il 
No. 2 fuel. ....-- 10-11.9 
No. 5 fuel....... 8.75-9.05 Pittsburgh 
No. 6 fuel......- 8.25 Kerosine. 11.4W-11.95 
50 cetane Diesel. “ll. ye 11.45 
Wilmington, N. C. No. 1 fuel....... -12 
Kerosine, No. 1. .9.9 No. 2 fuel....... 10 9 “11.5 
Ke. ae sasses --9.6 36-40 gravity fuel.1.11.25 
it , 
Mises vccceets 
Central Michigan 
ee 88 Range ol, kere 
Light Diesel, PW. Pas Lae 
F istillate : 
bunkers....... O08 No, #fuel.. fi 125-i2.5 
.G. oe socee 
te, (onte. dut) No. 5 fuel.......9.1-9.2 
kerosine byansna 10.125 A-10.25 A No. 6 fuel....... -8.35-8.45 
58 & above d.i, 
po ee 9.625 4-10.25 California—Los Angeles Dist. 
No. 1 fuel.....-- 9.75A-10A Rack 
No. 2 fuel.......$ 9A-9. 25 Stove dist. 
No. 6 fuel...... $1.80-1.9 Wie Weaceascess 8.25W-12 
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Diese! fuel 
| eRe 7.75W-11.25 
L “A pe 
aubheses $2.80 
Heavy fuel 
| "ree $2.15-2.35 
Tank Car 
40-43 w.w 
kerosine....... 15.8 
Stove dist 
>) Sas 8.25W-15.3 
Diesel fuel 
|. SRR 7.75W-13.8 
L ight fuel 
oe00e 83,80 
Heavy fuel 
SRE $2.15-2.35 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine...... 19.3 
Stove dist. 
PS 100 civeunee 
pom fuel 
ae 14.3 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine.. . 16.3 
Stove dist. 
PS 100 pa os CR 
Diesel fuel 
PS 200..........14.3 
Light fuel 
PS 300 «++ -$2.85-3.03 
Heavy fuel 
PS 400...... .. -$2.40-2.58 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine.......19.8 
Stove dist. 
ok Sa 16.3 
Diesel fuel 
i) ar 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200... . $5.09 
Bunker C—PS 
GS vic cncacaaieeee 


San Francisco, Calif. 
Diesel—PS 200...$5.30 
Bunker C—PS 

4 


insiadenchtes $2.15 
Seattle, Wash. 
Diesel—PS 200 . $5.55 
— C—PS... 

eevawaVaeds $2.50 
Mexico 


Ships’ bunkers: US dollars per bbl. of 
159 liters 


Guaymas 

Diesel. ate ce 
Bunker C.......$3.20 
Manzanillo 
Diesel...........$5.42 
Bunker C...... $3.20 
Minatitlan 

Diesel. . ... $3.88 
Bunker C..... $2.15 
Salina Cruz 

Diesel $5.42 
Bunker C...... .$3.20 
Tampico 
Diesel...........$3.88 
Bunker C.......$2.15 
Vera Cruz 

Bunker C.......$2.15 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 


FOB Breckenridge, Tex. 
Grade 26-70 
4¢ 


LP-Gas 


Producers contract prices, tank cars 
New York 
Harbor........ 9.05-9.3 


Philadelphia. ....8.8 





Oklahoma 
Group 3....... 
Baton Rouge. . 
New Orleans 


Lubricating Oils 


Western Penna. 

Vv —— Neutrals—No. 3 Col. Vis. at 
70° 

a oats (180 at 100°) 420 to 425 flash. 


180 a (143 at 10") 400 to 405 flash.; 
25 p. 
Bright stocks 
145 to 155 vis. at = No. 8 Co. 
25 p.t. Kate 
. linder stocks 
s.r. filterable..16 


850 s.r. 17 
600 flash ..18 
630 flash 20 


Mid Continental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


Bright Stock—Conventional 


200 vis. D 

10-25 p.p. ..24 
150-160 vs. D 

0-10 p.p. 22-23. 
10-25 p.p.... 21.5 
120 vs. D 

1-10 p.p..... 21 
Bright Stock — Solvent 
150-160 vis. 

0-10 p.p., 95 v.i...24-264 


Neutral Oils—Conventional— Pale Oils 
60-85 vis. 


No. 2 col. 15.75 
86-110 vis. 
No. 2 col. 16 


150 vis. No. 3 col.17.5 
180 vis. No. 3 col.17.75 
200 vis. No. 3 col.18-194 
250 vis. No. 3 col.18.5 
280 vis. No. 3 col.18.75 
300 vis. No. 3 col.19 


Neutral Oils-—Solvents— 965 vi. 


170-180 vis. 21 2A 22.254 
200-210 vis. 20.5-22 5A 

300 vis. 21.5 22 5 
Cylinder Stocks 

600 s.r. olive 

green ... 195A 

Gulf Coast 


Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 
0-10 p.t., 95 v.i.. 24-254 


Neutral Oils Vis. ty Ly 95 v.1.0-10 pt. 


100 vis. 

200 vis. p ‘30. He 21.54 
300 vis........ 21.5 

500 vis..........22.5 


South Texas . 
Vis. at 100° F., FOB 8. Tex. refineries for 
domestic and/or export shipment. 


Pale Oils 
100 vis. No. 
144-2" col... ...15.5 
200 vis. No. 
93 Gis ccvevies 17 
300 vis. No. 
ff) ae 17.5 
500 vis. No. 
214-314 col ieeeede 18 
750 vis. No. 
3-4 col..........-18.28 
1200 vis. No. 
3-4 col ++ 18.75 
re vis. No. 

4col.... +019. 
Red Oils 
100 vis. No. 
ff aaa 15.5 
200 vis. No. 
ae 17 
300 vis. No. 
Cl ee 17.5 
5-6 o 18 
5-6 c 18.25 
5-6 col. . 18.75 
2000 vis. No. 
5-6 col....... ++ 19.26 


(Continued on next page ) 
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Avgas bart Mane power AME” = Naphthas & 
Grete 100/180. Sica Solvents 
16 85 


Grade 91/96 
Grade 80 Baltimore, Md. 
Refined Mineral spirits. ..17.5 
149-161. ........ 9.15 


Petrolatums 


Bbie-; carloads; tank cars, 2.25 
ype ‘ae in bulk) a 25 ap hte 
cow white...... 4 18. ‘Naphtha 


W8 SO AMP w 

erude scale. awn fs white....... Mineral spirits. . .18 } ad a 2 2 
Seaboard Wi Cream i : 
P + bulk ind ne tee Pa. 

rices are for Frocks, FB Aino od pen MAP. 


2 Gat a gf Sek bode FE 7 Light ie ‘ 
“iar one Ib. for woos 000 Is pallets; Red é Mineral spirits. ..17.5 Stoddard solvent. 18 





Tank Wagon Prices NPN Gasoline Index 


Dealer T.W. Tank Car 











Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate Year ago 
column include 4¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where Sashes fates he Puciehted or wat of foloing cla market rep 
levied are indicated in footnotes. Di if any, are shown in footnotes. These prices lar-grade line, FOB refineries or terminals cago District, 
n effect November 15, 1959, as posted by principal marketing companies at their Minnea; t. Paul, W Pal 7 ws Pennsylvania, California, Horna, Philadelphia, Jack- 


headquarters’ offices, but subject to later correction. sonville, Boston, and 














Mobil Oil Co. 


Mobilgas Gasoline 
(Regular) Mobilfue! Mobitheat 


Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) 
Taxes T.C. Yard T.W. T.C. T.W. C. Yard 


= 
= 


New York City 
Manhattan 
Bronx 
Kings 
Queens... 
Richmond 
Mt. Vernon, N. Y. 
Albany 
Binghamton 
Buflalo 
Jamestown. . . 
Plattsburg 
Rochester... . 
Syracuse ovece 
Bridgeport, Conn...... 
Hartford : 
New Haven 
Bangor, Me.. 
Portland 
Boston, Mass. 
Manchester, N. H. 
Portsmouth 
Providence, R. I. 
Burlington, Vt. 
Rutland 
*Com. cons, t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3%, city sales tax, Syracuse prices ex 2° city sales tax. 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more ; ; 4 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c, prices FOB bulk terminals. 


10.0 ose 
10.2 
10.1 
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WORLD'S MOST MODERN Fluorescent color for 


solvent extracted and 
additive lube oils 
° 
ra gor Petroleum Colors 


OIL BURNERS PATENT CHEMICALS, 


INCORPORATED 


LONG ISLAND CITY 1, N.Y. EM1-4100 Paterson 4, New Jersey 














@ SOLVENT NEUTRALS 
AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 

Marketer of Petroleum Products @ CYLINDER STOCKS 


NEW ENGLAND PETROLEUM CORPORATION KERR-MCGEE OIL INDUSTRI, INC 


New York Sydney, N. S. Boston Kerr-McGee Bidg., Oklahoma City, Okla. 
Phone CE 6-1313 
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Atlantic 





Atlantic Gasoline a 
2.8 (Regular) No. 
Re ining Dir. Cons. Gasoline No. 1F Fuel (a) Fuel i) 
T.W. T.W. Taxes-+- 
paisalglia, 7... OURS 16.1 9.0 : = 
.. [ee *15.1 16.1 9.0 ’ 14.3 
y nt Meraaceid *15.1 16.1 9.0 k 14.3 
Harrisburg... ..... *15.1 16.1 9.0 : 14.3 
ilkes-Barre ea, ee 16.1 9.0 5 14.6 
Williamsport... .. *15.1 16.1 9.0 : 14.6 
Pittsburgh......... **15.9 16.9 9.0 é 14.65 
Altoona hae diiieas **15.9 16.9 9.0 ‘ 14.65 
9 16.9 9.0 ¢ 14.65 
9 16.9 9.0 ‘ 14.65 
9 15.9 9.0 e deus 
45 16.5 10.0 . sake 
5 16.5 10.0 “ 14.3 
8 13.8 9.5 ae dies 
3.4 15.4 9.5 wi seus 
3 13.3 10.0 a 14.2 
0 15.5 9.0 14.4 13.9 
0 15.5 9.0 14.3 13.8 
4 17.4 10.0 14.7 13.9 
z 17.6 10.0 15.3 14.6 
17.4 10.0 15.9 15.5 
17.6 10.0 15.7 15.0 
17.7 10.0 15.4 14.8 
yracuse , 17.4 10.0 aa ee 
Baltimore, Md... .. 14.9 15.9 10.0 how 14.1 
Richmond, Va...... 44.9 15.9 10.0 14.5 13.8 
Charlotte, N. iy 15.6 16.6 11.0 14.6 13.9 
Jacksonville, Fla.. 16.6 16.6 11.0 wae 
Gs hens cen 16.6 16.6 11.0 rue sete 
* Fair-trade minimum service station price. ..........-+-++++eseeeeeeeee 19.9¢ 
** Fair-trade minimum service station price. ............0..seseeeeeeeeee 20.9¢ 
+ State and Federal taxes only. 
Heavy Fuels 
F No.5 No.8 
POI 655 ip kb edn veaketausdalencncveausaveddious 9.07 7.45 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 100 gal at one time. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 

(a) Prices subject to 0.5¢ per gal discount; except Philadelphia and Camden, 0.6¢; 
and Charlotte, no discount. 


Esso 
ar + — —— a 
an b 
Standard De - oy Gasoline No. 1 Fuel Fuel 











Taxes T.W. T.W. 
Atlantic City, N.J...... 14.0 15.5 9.0 14.3* 13.8 
pO SE re 14.0 15.5 9.0 14.3* 13.8 
Baltimore, Md......... 15.9 16.9 10.0 mp 14.1 
Cumberland........... 16.4 17.4 10.0 eses édee 
Washington, D.C...... 15.9 16.9 10.0 “ans 14.4 
Danville, Va. 16.9 10.0 14.9* 14.1 
Petersburg 15.9 10.0 14.5 13.8 
0 Aa eee 15.9 10.0 14.5 13.4 
Richmond. . 15.9 10.0 14.5 13.8 
tec né dbekbese 16.9 10.0 15.9° 14.9 
Charleston, W. Va 15.9 11.0 14.6* iWee 
Fairmont ‘ 16.9 11.0 16.1* éaee 
Parkersburg........... 14.9 15.9 11.0 15.0* wae 
. ea 16.1 7.1 11.0 15.0* cna 
Charlotte, N.C......... 15.6 16.6 11.0 14.6 13.9 
15.7 16.7 11.0 14.8 14.2 
15.6 16.6 11.0 15.1 14.4 
15.9 16.9 11.0 15.4 14.8 
15.6 16.6 11.0 14.6 13.9 
15.5 16.5 11.0 eosee 13.43 
rere 16.8 11.0 aes 14.83 
Spartanburg. sevsbeas 15.6 16.6 11.0 “aaa 13.73 
New Orleans, La........ 13.9 14.9 11.0 12.8° ale 
Baton Rouge.......... 13.9 14.9 11.0 12.6* 
AbomanGtin.......220000 14.9 15.9 11.0 13.7* 
Lake Charles.......... 13.9 14.9 11.0 12.5* 
BIE, on ccncsouse 15.4 16.4 11.0 14.6* 
New Iberia. .... . 14.9 15.9 11.0 13.0° 
Knoxville, Tenn. . 14.9 15.9 11.0 15.3° 
Memphis eta ob ectaseds 14.1 15.1 11.0 14.8* 
Chattanooga. . ave) wa a? 11.0 15.2° 
Nashville peabas Bee 15.9 11.0 1§.1° 
Little Rock, (* em 14.4 15.4 10.5 15.4* 


*Prices apply for kerosine only 
Heavy Fuels 
No.4 Fuel No. 6 Fuel 


Newark, N.J...... Sa kicaiedast fekdeaced oo Oe $3.05 
Baltimore, | SRE RE aCe A GiRe TENS 4.14 3.25 
Washington, D. C. 1,050 gal minimum.......... escbctunes 4.43 3.28 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 
gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 





(Prices are per im: gal; to arrive at price per U. 8. 
Imperial <r e wre 
p Esso F 

Esso Gasoli oi 

Oil oa Gasoline  Kerosine (No. 2 Fuel) 
ir. T.W. Taxes T.W. Ww. 
St. John’s, Nfid..............00008 9 17.0 24.7 18.2 
SM. cinceccethares 21.9 17.0 23.7 17.2 
SS Es 21.9 15.0 25.7 17.2 
Charlottetown, P. E. I. 23.6 16.0 26.2 18.8 
Montreal, Que.. 22.3 13.0 24.6 17.8 
Toronto, Ont. 22.3 13.0 25.1 18.1 
Hamilton, Ont. 22.3 13.0 25.1 18. 
Winnipeg, Man 22.3 11.0 28.5 18.4 
Brandon, Man 24.3 11.0 28.1 20.2 
. 6 21.6 12.0 25.2 17.1 
Saskatoon, Sask... .... 24.0 12.0 27.4 17.4 
GE in ns anscncdaved 20.8 10.0 24.4 16.2 
Edmonton, Alta... cose ae 10.0 23.9 15.7 
VOROSUINIE TL Cas ks cecocccepactas 22.3 10.0 25.4 17.1 


Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 


. 
Indiana Red Crown Gasoline 
(Regular) Furnace Oil 
St and a rd Dir. Cons, Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal and over 
Chicago, Ill......... 16.4 18.4 9.0 17.1 15.9 (a) 
South Bend, Ind..... 16.8 18.3 10.0 17.5 16.2 15.2 
Detroit, Mich....... 16.5 18.0 10.0 17.8 16.1 15.1 (b) 
Mpls.-St. Paul, = oews 19.1 9.0 17.3 15.9 (a) 
Des eng Towa... eth 18.5 10.0 17.5 15.7 14.7 
St. Louis, Mo.......  .... 17.8 8.5 17.5 15.9 14.9 
Wichita, Kan. ésce TOS 18.1 9.0 16.2 14.1 13.1 
Omaha, oe Lehewe'tin ahlea 18.6 11.0 17.7 15.2 14.2 
Fargo, N. D.. . 28 19.4 10.0 19.2 16.5 15.5 
Huron, 8. D.. 18.2 19.7 10.0 18.6 16.4 15.4 
Milwaukee, Wis.. 17.1 18.6 10.0 17.4 15.9 (a) 
(a) See below ion prices on larger quantities. (b) 14.9¢ for 750 gal. & over. 
Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 
100-399 400 gal 1-749 750-1,499 1,500gal 1-1,499 1,500 gal 
: gal & over gal gal & over gal over 
Chicago. 14.9 14.4 11.55 11.3 10.8 10.75 9.5 
Standard Furnace Oil 
100-174 175-849 = gai 100-349 «= 350 ga 
gal gal & over gal & over 
Mpls.-St. Paul.............+- 14.9 14.2 13.7 
WEES 8b bana secpenscens 4 14.9 14.4 


Taxes: St. Louis gasoline tax inclndes 15¢ ty tax. Des Moines kerosine & furnace 
oil prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to 
be added, where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Standard 








Prices are tank truck postings, ex all taxes, ap- 
plying for deliveries of 400 gal or more; see 
Of C al w for other deliveries. 
e Standard 
“Pearl Chevron — 
Chevron Gasoline oil” Diese! Furnace Stove 
(Regular) Taxes Kerosine Fuel Oil on 
San Francisco, Calif... 18.3 10.0 19.8 14.8 14.8 16.3 
Los Angeles...... . ee 10.0 19.3 14.3 14.3 15.8 
Tesno 19.4 10.0 21.8 15.6 15.6 17.1 
Phoenix one: Seen 9.0 22.7 16.7 16.7 19.7 
Reno, Nev..........- 20.7 10.0 22.4 17.3 eee 
Portland, Ore........ 18.9 10.0 21.8 15.1 
Seattle, Wash........ 19.0 10.5 21.8 15.2 
Se 21.2 10.5 24.6 16.8 aead 
Ea ie eteeeeeeeee 19.0 10.5 21.8 15.2 — Hays 
Boise, Idaho......... 20.7 10.0 31.6 16.7 16.7 18.2 
Salt te Cnty, U - 19.3 10.0 20.7 15.3 13.8* 15.8 
Honolulu, Hawaii. . 19.4 12.5 20.9 15.6 15.6 
Fairbanks, Alaska. . 29.1 9.0 37.9 haa ive 
pn PRS ape 20.6 9.0 29.8 


“Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ state tax; all T.H. prices are ex- 
Hawaiian gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ yey applies to per 0 eal for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for leas than 40 gal to marine 
trade and less than 100 gal to shoreside trade. C’ Supreme (premium) prices are 
4¢ higher than Chevron (regular) for quantity delivered at all points except Salt Lake 
City. 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where av: 

Kerosine—Add to 400-gal-and-over price 11¢ rr in than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer. deduet 3 

Diesel, furnace Paprnage sear omy ee oct eae I< 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 

(Continued on next page) 
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TANK WAGON PRICES 
























USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


- RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 





; New Feature: 1000 to 9000 GALS, in 1000 STEPS. | FREE Description on Request 
DEGREE DAY SYSTEMS 39-30Nn sath st. WOODSIDE nt N. Y. TWining 8-6666 
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Ohio Standard Continental Oil 


Sohio Extron Gasoline (Regular) N . 
"Ce = "Gasoline Kerosine® ~ (N.B. Prices are Continental’s tank wagon prices. Current selling prices may vary from 
T.W. H these shown because of local conditions.) 


Conoco Taxes: Gasoline taxes include these 
Gasoline Gaso- city taxes; Shyenve & Ca & a 0.5¢; 
T.W. ine =—_ sine Santa Fe, ee 
(Regular) Taxes T. Discounts: Salt ‘hws Falls 
Denver, Colo.. 18.0 10.0 : qeeetne m7 wapply fo for deliveries of less 


, deduct 0.5¢; 

Grand Junc- roy gal It od deduct Rh 
i 20.6 10.0 . Notes: Premium-grade t.w. prices 3.5¢ 
‘ . 18.7 10.0 Y above nogeler. except Utah & Idaho 

16.1 20.9 11.0 16.6 6.6 15 Casper, Wyo.. 18.8 10.0 y premsum le 3 d 
for 100 gal or more; for 50-99 gal, ‘aa *Prices apply vo a and consumers 
Peg wt) Kovedae Noe 1&2 Pl Pre ; cnaunet rt & 8.8. 4¢ above regular, re- Cheyenne.... 18.9 10.0 , except Oklahoma points where consumer 
sellers 3.5¢ 8 above regular. 8.8. prices are at Ce py te te stations. Billings, Mont. 19.9 10.0 prices are 1¢ higher. 

*Summer discount of 0.5¢ on t.w. sales except at Portsmouth and Zanesville. 20.9 10.0 


ee te et pt pet pt ps 


rem... 0.6 00 237 Kentucky Standard 


20. 10. y Crown Gaso- Kero- 
wie Ke Gasoline line sine 


Texaco -- c : Te ae T.W. Taxes T.W. 


16. : Ga. 16.9 10.5 15.9 
hief Gasoline Atlanta, Ga. 16. 
Fre (negular) poentes.., NM. 18.5 10.5 naan, 12.0 18.8 


coke aun tome Port Arthur... 15. osw 17.9 10.5 Jackson, Miss, 17.0 11.0 16.1 
lle, 
— is “4 Gasoline taxes: 9¢. ek 18.9 11.0 j Jacksonvi SOR ae 
PeWoru, 164 169 148 Wetec: Prioss oro for tla. 36-qal. de "Okla... 16.05 10.5 15. enemy oe Seek Sy 
16.9 14.8 liveries. Gasoli a Oklahoma , bog Jerson Go “7% ons in- 
3.5 bore regular, except Paso. ; ude lefferson County tax. Kerosine 
is8 as Ee hier Koresiee— Prices apply to City. 16.05 10.5 ; taxes not included in prices: Georgia 1¢; 
17.8 ' chy Tulsa........ 16.05 10.5 . Mississippi,{0.5¢. 





Salt Lake City, 
Utah 








Gasoline Markets 











Gasoline Consumption by States, July 1959 


(American Petroleum Institute Figures) 
Tax Ratet ———_——_——————Month of. — 5 Montis Going With——. 

July June, 1959 July, 1959 my 1959 July, 1958 

000 Gal. 000 Gal. Gal. Gal. 000 Gal. 
89,933 89,251 578,019 
42,421 
56,944 

512,975 
67,704 74,337 73, ‘215 389,513 


67 ,027 70,658 68,383 437 ,904 417,867 
17,132 20,172 19, 496 110,692 
17,670 17,558 16,679 113,904 
153,299 160,523 146,544 1,040,919 
114,259 117,447 107 ,898 756, 709, 200 


27 ,678 30,009 28,428 153 , 423 
282,270 274,144 255 ,958 1,692,480 
169 ,504 156,751 990, 
130,345 94,003 663 ,936 
117,075 100, 102 ,236 , 608 ,641 


83 ,320 ’ 497 ,597 
83,742 82,554 543,938 
31,196 36,331 ’ 176,291 
80,430 488 ,317 
125,828 131, 654 125560 803, 934 763 ,840 


247 ,054 251,623 249,379 1,518,166 1,473 ,327 
132 ,002 29,009 739 , 463 
55,590 362,739 
160,955 950,473 
30,479 34 174,285 165,512 


64,281 363,270 343,247 
14,753 105 84,882 77,444 
19,570 115,293 108 ,533 
177,703 ‘ 1,151,986 1,072,975 


258,453 252,322 

2,260, 967 

775,880 

175,720 

283, 167 293; 145 66 1,781,529 


104,203 99, 609 618,717 583,669 
62,829 68 ,620 384,712 368,172 
289,943 302,224 297,118 1,868,794 1,802,261 


o 
eA 


Connecticut 


Delaware 

District ot of Columbia 
ori 

Georgia 


CA2Qana A380 Aas on 


Kentucky 
Louisiana 


Massachusetts 


OO AM 


Michigan 


New Hampshire. . 
New Jersey 


New Mexico 
North Carolina............. 


aa? NAAIASD Aas Own 
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SRG iu. » vio dad cede ae Gabens ch neu he eR ae eedaeeies eee 


WE ade kicks vaccds dic Lennsyocucaieatey baxeewcen’ ‘ 


PI acura os rdkde bob diakedee so ot haansae addons so er pan dcecen 
WN ir i 5 as ba'vica-ap cc dehwee se desea ctned xe vektareened 


West Virginia 


Res one viinececesKccethssvesderanthunensy pdstoey ene ske 


MINE Ss D8 ros kbc ch oitab Sinus ce veks caeex , 


Total 48 States and D. of C....... 

Daily Average 
Change from previous year: 
Total Change........... 
Percentage change in Daily Average 


—-_——. ,896 
t These are State tax rates per gallon. In-addition there is the Federal Tax of three cents (3¢) per gallon. 


* New Hampshire gasoline tax increased one cent (1¢) July 1, 1959. 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for sage grade (house-brand) gasoline, and taxes 


in 55 representative U. » 1959 as compiled by National Petroleum 


Dir. T.W. Ser. Sta. 

(ex tax) (ex tax) 

Average U. 8. d-15.58 d-20.70 
Portland, Me. 14.90 18.90 
Manchester, N. H. 15.60 19.90 
Burlington, Vt. 17.30 22.40 
Boston, Mass. i-12.60 16.40 
Providence, R. I. d-12.20 d-15.90 
Hartford, Conn. d-14.50 d-18.90 
Buffalo, N. Y. d-15.10 d-19.60 
New York, N. Y. 16.20 i-22.90 
Newark, N. J. d-14.00 d-18.90 
Philadelp hia, Pa. 15.10 19.90 
Wilmington, Del. d-14.90 d-19.90 
Baltimore, Md. d-14.90 21.90 
Washington, D. C. d-14.90 d-19.90 
Cc ——S W. Va.. 14.90 19.90 
Norfolk, d-10.40 d-14.90 
Cc ctle N. C, i-15.60 20.90 
Charleston, 8. C. 15.50 20.90 
Atlanta, Ga. 16.10 21.40 
Jacksonville, Fla. 16.60 21.90 
prminchens, Ala. 15.90 20.90 
on, Miss. d-16.70 d-21.70 
Memphie, Tenn. i-14.10 i-18 90 
Louisville, Ky. 16.70 21.90 
Cleveland, Ohio 17.10 21.90 
Cincinnati, Ohio 15.40 19.90 
Indianapolis, Ind. d-14.70 d-19 90 
Chicago, Til. 16.40 22.90 
Detroit, Mich... . d-12.90 d-18. 90 
Milwaukee, Wisc. 17.30 22.90 


3. cities on Nov. 


Tax Ser. Sta.’ 
(incl. 4¢ federal) (incl. tax) 

10.12 d-30. 82 

11.00 29.90 

11.00 30.90 

10.50 32.90 

9.50 25.90 

10.00 d-25.90 

10.00 d-28.90 

10.00 d-29 60 

10.00 i-32.90 

9.00 d-27 .90 

9.00 28.90 

9.00 d-28.90 

10.00 31.90 

10.00 d-29.90 

11.00 30.90 

10.00 

11.00 

11.00 

10.50 

11.00 

12.00** 

11.00 

11.00 

11.00 

11.00 

11.00 

10.00 

9.00 

10.00 

10.00 


(American Petroleum Institute Figures) 
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June, 1959 


000 Gal. 


21,700 
65,945 


33,980 
105 , 923 


542,613 
184,754 





—————Month of- -—_————— 
July, 1959 July, 1958 
000 Gal. 000 Gal. 
22,445 22,252 
67 , 492 62,438 
37,099 34,215 
105 ,343 95,598 
406 ,526 438 ,381 
34,139 32,887 
14,833 13,936 
122,293 118,383 
113,432 96,514 
46,470 43,115 
138 ,993 131,301 
23,77 21,937 
5,724,378 5,461,749 
184 ,657 176, 185 
i .. Mae 
gy, eT 


9,156 


——5 Months Endi 
July, 1959 

000 Gal. 

141,626 

426, 280 

197, 339 


S825 
a 
> 


35,321,743 33, 
166 ,612 


+1,558 , 868 
+4.62%, 


47,754 


With—— 
uly, 1958 
Gal. 


141,376 
397 ,022 


187, 928 


762 ,857 
159,259 


News are shown below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease 
as compared with Oct. 1, 1959. Tax col. indicates only motor fuel taxes levied as such. 


Dir. T.W. Ser. Sta. Tax Ser. Sta. 
(ex tax) (ex tax) (incl. 4¢ federal) (incl. tax) 
Twin Cities, Minn. 15.30 20.40 9.00 29.40 
Fargo, N. D.... 17.90 23.90 10.00 33.90 
Huron, 8. D. 18.20 23 90 10.00 33.90 
Omaha, Neb... . d-12.40 d-16.90 11.00 d-26.90 
Des Moines, lowa. i-16.60 21.90 10.00 31.90 
St. Louis, Mo. 16.30 22.40 8.50*** 30.90 
Wichita, Kansas d-10.90 d-13 .90 9.00 d-23 .90 
Tulsa, Okla. 16.30 21.40 10.50 31.90 
Little Rock, Ark. 14.40 19.40 10.59 29.90 
New Orleans, La... 13.90 18.90 11.00 29.90 
Dallas, Tex. d-16.10 20.90 9.00 29.90 
Houston, Tex... . . 15.40 d-19.90 9.00 4-28.90 
E] Paso, Tex. 17.80 22.90 9.00 31.90 
Albuquerque, N. M. d- 6.40 d-11.40 10.50* d-21.90 
Denver, Colo. d- 7.30 d-12.90 10.00 d-22.90 
Cheyenne, Wyo. 18.90 d-25 50 10.00°* d-35.50 
Great Falls, Mont. 19.90 26.90 10.00 36.90 
Boise, Idaho 20.70 d-26.90 10.00 d-36 .90 
Salt Lake City, Utah 19.30 21.90 10.00 31.90 
Reno, Nev. 20.70 28.00 10.00 38.00 
Phoenix, Ariz. 19.50 d-16.90 9.00 d-25 .90 
Los Angeles, Calif. 17.80 i-19.90 10.00 1-29.90 
San Francisco, Calif 18.30 22.90 10.00 32.90 
Portland, Ore. 18.90 25.90 10.00 35.90 
Seattle, Wash. 19.00 i-19.40 10.50 1-29 90 
Spokane, Wash. 21.20 i-28 40 10.50 i-38 90 


*Inc shedes 0.5¢ city tax. 


** Includes 1¢ city tax. 
NOTE: Federal tax increased to 4¢ on Oct. 1. 


*** Includes 1.5¢ city tax. 
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Why do oil market- 
ers read National 


Petroleum News? 


Because it's full of 
useful money- 
making manage- 
ment ideas 
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“Wouldn’t pay... to get along without ’em. Our 
new lightweight Autocars carry enough added pay- 
load per trip to enable us to offer our customers the : 
same level of rates as 10 years ago,”’ say the oper- 
ators, Lemmon Transport Co., Inc., Marion, Va. 


SOE ON 58S 25 OLE LILES AES 


“Wouldn’t pay...to get along without Autocars” 


You can’t match the new Autocar 
lightweight ‘A’? Models anywhere 
for performance and payload. 
Brand new in concept, these great 
heavy-duty tractors weigh less than 
11,000 pounds road-ready. They’re 
engineered in aluminum alloy from 


the ground up, which reduces the 
weight up to 25% without sacrificing 
an ounce of strength or stamina. 
They are built to carry more—and 
to do it mile after mile with mini- 
mum maintenance. 

In every detail of design and con- 


Autocar 


“World's Finest” 





struction, Autocars are built for 
extra-rugged duties. There are no 
other tractor-trucks like them—if 
you settle for less, you get less. 
There’s many a job where only the 
“world’s finest’’ will do. See Auto- 
car’s new “A” models for yourself. 


Division of 
The White Motor Company 
Exton, Pa. 


(To obtain more data on advertised products see page 142) 





Blickensderfer: Still on the go 


YOU WON’T FIND Clarence M. 
Blickensderfer in his usual office on 
the fourth floor of the Sinclair Build- 
ing in New York City anymore. In 
fact, Blick (that’s what his friends 
call him) won’t be anywhere near the 
Sinclair Building. 

After more than 40 years with Sin- 
clair in a host of administrative jobs, 
Blick, who has been fuel-oil sales 
manager since 1949, retires the first 
of December. He reached the man- 
datory retirement age of 65 on Nov. 
KA 

No doubt he could have remained 
in harness a little longer, either with 
Sinclair as a consultant or in several 
other industry posts, but he has other 
plans. 

His timetable for about the next 
year reads as follows: 

e Leave the East by car around 
Dec. 15 with wife for a visit with 
his only child, a married daughter, 
and two grandchildren in Texas. Stay 
with them over the holidays. 

e Then take off for California to 
spend the winter, visiting with friends 
in and around Los Angeles. 

e Early in April, leave on SS Con- 
stitution with wife and friends for six- 
month tour of Europe. 

Blick and his party will leave the 
ship at Gibraltar to pick up his new 
Hillman station wagon and then set 
out to see as many countries as pos- 
sible. 

Blick’s wife has a sister living in 
England so they’ll drop off there for 
a visit. Blick got the itch to see more 
of Europe last year during a five week 
business trip. 

Once he and his wife return to the 
U. S., they'll head for their home in 
Ridgewood, N. J., but it’s not decided 
for how long. Blick admits that Ash- 
ville, N. C., with its nearly normal 
temperature the year-round, holds an 
attraction. 

In retiring, Blick is leaving a near- 
ly perfect attendance record for other 


employees to shoot at. In over 40 
years, he’s been absent exactly one 
and one-half days due to sickness. Up 
to last year, it was only a half-day. 
But last winter he caught a slight 
cold and the doctor shooed him to 
bed. 

A native of North Platte, Blick at- 
tended college at Albuquerque, N. M.., 
studying banking and law. A friend 
convinced him he belonged in the oil 
business. Blick left college and joined 
Continental Oil Co. as a clerk in 
Albuquerque, later transferring to 
Pueblo, Colo. 

During World War I he was in the 
Navy, a member of the fledgling air 
crew. When he got out, Blick joined 
Sinclair as administrative assistant to 
the Denver division manager. From 
that point on, he moved around Sin- 
clair’s marketing area, finally coming 
East in 1932 as fuel-oil sales man- 
ager in the Eastern division. He held 
that job until 1944 when he became 
president of Sinclair Oil Heat Inc., the 
major’s retail and wholesale heating- 
oil marketing operation in the New 
York City area. Then in 1949, he was 
picked to head up all of Sinclair’s 
heating-oil operation at the head of- 
fice. 

In addition, the industry has called 
on Blick to serve. He has been a mem- 
ber of American Petroleum Institute’s 
fuel-oil committee for several years, 
and was chairman the last two years. 
His term ended at the API meeting 
last month. 


Grosshans: farm implements to oil 


LEW GROSSHANS, new president of 
Nebraska Petroleum Marketers Inc., 
was talked out of getting into the farm 
implement business and into oil mar- 
keting in 1946. 

Grosshans became a Mobil jobber 
in Beatrice, Neb. The Mobil sales re- 
presentative who contacted Grosshans 
then was Vince Saitta, now Mobil’s 
district manager in Omaha; and 
Grosshans is still a Mobil jobber. In 
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13 years, his business has grown from 
300,000 gal. a year to 500,000 gal. 
(about 75% gasoline and 25% fuel 
oil). 

It’s pretty much a one-man opera- 
tion, though Grosshans has a part-time 
man who can take over. “It got so 
every time I broke in someone, he'd 
leave,” said Grosshans. “So I decided 
to do it myself, and it’s less trouble.” 

Although Grosshans markets in ru- 
ral Gage county, he has divided the 
business so that about 30% is farm 
trade and 70% service-station vol- 
ume. He supplies four stations, one 
of which he is buying. 

Born Lewis H. Grosshans on Aug. 
12, 1915, in Stockham, he first worked 
in his father’s implement business. 
Later he went to International Har- 
vester, until World War II. On return- 
ing in 1946, Grosshans made his 
choice between implements and oil. 

Husky, handsome Lew Grosshans 
thinks the unstable markets in parts 
of Nebraska pose a big problem for 
jobbers. Another, he says, is increased 
PX selling. 

The Grosshans have an adopted 
son, Richie, 12. Like all good jobbers, 
Lew is knee-deep in community 
affairs (Rotary, Masonic Lodge, 
Y.M.C.A. and Presbyterian Church). 
He likes golf and spectator sports. 

Other new officers of the Nebraska 
group are: L. L. Snyder, Frontier job- 
ber, Blair, first vice president, and 
Harold P. Jacobs, Mobil jobber, Lin- 
coln, second vice president. New di- 
rectors are: Leo Dowd, Frontier, Co- 
lumbus; Ed M. Hempel, Mobil, 
Alliance; Dave McLaughlin, Sinclair, 
Deshler, and Robert Merchant, DX, 
Wayne. 


NEWS NOTES 


Alton C. Sailstad has resigned as gen- 
eral manager of sales for Standard Oil 
Co. (Indiana), a post he’s held since 
1951. Although the company offered no 
official explanation, it is widely known 
that Sailstad has been in poor health for 
some time. 

William H. Miller, assistant general 
manager of marketing for the past two 
years, moves up to succeed Sailstad and 
also takes his seat on the board of direc- 
tors. Miller joined Standard in 1929, be- 
came assistant general manager for re- 
seller operations in 1950, for sales pro- 
motion and advertising in 1954, and for 
marketing in 1957. 

Albert VY. Fraser, Eastern regional 
manager in Detroit, moves to Chicago 
to succeed Miller as assistant general 
manager. Milo I. Hector, Southern re- 
gional manager in St. Louis, succeeds 
Fraser at Detroit. 
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API division of marketing awarded 
four Certificates of Appreciation at the 
39th annual meeting. Recipients were: 
M. M. Bockes, staff assistant, engineer- 
ing department, Socony Mobil Oil Co.; 
S. H. Elliott, senior vice president for 
exploration and production, Standard Oil 
Co. (Ohio); R. W. McDowell, president, 
DX Sunray Oil Co., and F, A. Watts, 
sales manager of Humble Oil & Refining 
Co. until his retirement last August. 

« 
Don H. Miller 
is the new presi- 
dent of Skelly Oil 


Co., succeeding 
John S. Freeman, 
who resigned as 


president and de- 
clined the post of 
chairman of the 
board, thus sever- 
ing connections 
with the company. 
Miller General man- 
ager of marketing 
since March 1958, Miller had the dual 
role of assistant to the marketing vice 
president and wholesale sales manager 
before that. In his new position, he’ll di- 
vide his time between the Tulsa and Kan- 
sas City offices. 
Miller was also elected a director, suc- 
ceeding Jess Knowles, marketing vice 
president. Knowles will continue with 





& 
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Skelly as a vice president until his re- 
tirement next May. 

Paul A. Tanner, assistant sales man- 
ager, petroleum products division, moves 
up as the new general manager and will 
head the marketing department. Tanner 
has been with Skelly since 1944, He was 
assistant division manager in the Omaha 
division, became assistant wholesale sales 
manager, and was named to his most re- 
cent post when Skelly consolidated retail 
and wholesale sales in March 1958. 

* 


Perry A. Peterson, manager of the 
Chesapeake region of Cities Service Oil 
Co. (Pa.), was named assistant marketing 
manager of Cities Service Co., the parent 
firm. Headquartered in New York, he will 
work under E, L, Stauffacher, coordinator 
of marketing activities. Peterson has been 
with Cities Service since 1952 and was 
with Allied Oil Co. before that. 

Cities Service also announces that Ray- 
mond C. Keck, formerly advertising and 
sales promotion manager of the Pennsyl- 
vania company, was named manager of 
the advertising department of Cities Serv- 
ice Petroleum, in charge of over-all com- 
pany activity. Robert D. Weppler, form- 
erly merchandising supervisor, succeeds 
Keck. 

Robert G. Shortal, with United Press 
International since 1947, has joined the 
news staff. 





Anderson-Prich- 
ard Oil Corp. has 
consolidated _ all 
sales activities un- 
der one vice presi- 
dent of marketing, 
E. K. Ketcham. 
Former vice presi- 
dent of _ refined 
sales, he was ap- 
pointed to his new 
post when C, H. 
Dresser, vice presi- 
dent of industrial 
sales, retired. Under 
the new set-up, W. J. Sutton continues 
as general sales manager, refined oil sales, 
with T. A. Eustice as his assistant. R. S. 
Ketcham remains asphalt sales manager, 
and C. A. Gault becomes manager, sol- 
vent sales division. Advertising and sales 
promotion for all three sales divisions 
will now be coordinated by W. G. Hume, 
sales promotion manager. 


Ketcham 


+ 

H. H. Peckheiser, vice president and 
director of marteting for General Petro- 
ieum Corp., becomes division general 
manager of marketing on Jan. 1, when 
GP becomes the western marketing divi- 
sion of Mobil Oil Co. NPN’s report last 
month was incorrect; it had the titles 
switched. C. H. Wartman, manager of 
gasoline, fuels and lubricants, will be ad- 
ministrative manager. 








MODEL 900-A DOME 


No. 900 
COUNTER WEIGHT ‘ie. TYPE TANK TRUCK LOADER 
LOADER } 2”, 2%," Similar in design and measurements as No. 
Formerly No. 700 AND 3” 900 this assembly is equipped with bronze 
- swing joints, sliding sleeve and valve 
extension lever. The lever permits the 
; ss rs operator to regulate the valve from 
This dome-type loader is a_light- 900 Assem a the dome of the truck, enabling 
weight, practical, easy-to-handle load- bly comprises: : the operator to spot the amount 
: bly, with counter weight, and of liquid discharging into 
a ey won oe No. 85X Swing Joint the tank. 
with sliding sleeve for adjusting ; . 
length. Constructed of superior qual- No. 150 Loading Line Valve # 
ity brass and steel, the unit is designed No. 19 Vacuum Relief Valve %, 
for minimum flow restriction and full No. 650 Sliding Sleeve Assembly 


protection against leakage, fumes and No. 1006 Pipe Nipple 
fire hazards. Complete flexibility per- 
mits loading on either side of the 
loading rack, while instant valve con- 
trol prevents splashouts. 


OLCO 


Counter Weight 


Reliability - Speed - Less Evaporation 
Representatives in all leading cities, U.S, and Canada 


OIL EQUIPMENT MANUFACTURING CO., INC. 


3100 VERMONT AVENUE LOUISVILLE 11, KY., U. S. A. 
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CORROSION MARKS PROVE... 


JEFFERSON JC-20 


(Aluminum) 


Jefferson’s new antifreeze formula is the 
best available to wear Your Private Label 


The coupon samples of aluminum 
above tell the graphic story of the 
excellent corrosion inhibitors in Jef- 
ferson Chemical’s new ethylene gly- 
col antifreeze formula, JC-20. 
Comparison tests were made with 
all leading brands of antifreeze un- 
der identical circumstances. Coupon 
bundles contained iron, steel, alumi- 
num, solder, brass and copper in the 
approximate proportions found in 
the average automotive system. 


Ethylene and Propylene Oxides, 


Glycols, Dichlorides, Carbonotes 


Results . . . the coupons subjected 
to JC-20 showed far less weight 
loss from corrosion attack on all 
metals than the average of the other 
leading brands, with pronounced su- 
periority on aluminum, brass and 
copper. The new Jefferson formula 
shows up equally well in foaming 
and freezing point tests. Also, JC-20 
contains no arsenic. 

Ask to see the 15-minute slide/ 
sound film which clearly shows the 


Ethanolamines 


SURFONIC® Surface-Active Agents * Polyethylene and Polypropylene Glycols * Morpholine 


N-Alkyl Morpholines ¢ Piperazine « 
HOUSTON + NEW YORK «+ CHICAGO 


Piperazine Salts * Nonyl Phenol «* Caustic Soda 


* CLEVELAND + CHARLOTTE + LOS ANGELES 


advantages of Jefferson’s new anti- 
freeze formula, production facilities, 
and marketing-aid program. If you 
currently market antifreeze under 
Your Private Label, or you are con- 
sidering entering this $300,000,000 
market, by all means get the facts 
from the helpful Jefferson man .. . 
Jefferson Chemical Company, Inc., 
1121 Walker Avenue, P. O. Box 
303, Houston 1, Texas. 


ES 8 ot 3 ee) 
CHEMICALS 


(To obtain more data on advertised products see page 142) 
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Everett Elliott of C. L. Elliott Co., 
Danvers, Mass., will be chairman of Oil- 
Heat Institute of America’s convention 
in New York City April 4-7. Elliott is 
Eastern vice chairman of OHI’s distribu- 
tion division. 

Other distribution division members on 
the committee are: Robert Elmslie of 
OHI of Washington, Leonard Gassner 
of OHI of Oregon, Tim Loizeaux of T. R. 
Loizeaux Fuel Co., Plainfield, N. J.; 
Francis J. Schuster of Troy Oil Co., In- 
dianapolis; Lavern Schaetzel of Schaetzel 
Oil Co., Germansown, Wis.; Corbin B. 
White of C. B. White & Bros., Norfolk, 
Va.; and Reginald Moffat of L. A. John- 
son Fuel Co., Orlando, Fla. 

@ 





” Arnold Jones, 
Everybody's Oil 
Co., Anderson, 
was elected presi- 
dent of the Indi- 
ana Independent 
Petroleum Assn. 
Now 41, he’s been 
a marketer for the 
past 12 years. An 
advocate of mar- 
keting divorce- 
ment, he’s the man 
behind the pro-di- 
vorcement report IIPA presented at the 
NOJC meeting last month. (For Jones’ 
views on divorcement, see NPN—Nov. 
p91.) 


Jones 


James Hogshire Jr., Wake Up Oil Co., 
Indianapolis, was elected vice president; 
George Webb, Webb Oil Co., Frankfurt, 
treasurer, and Edgar F. Braun, Gerber 
Oil Co., Cannelton, treasurer. Les Nag- 
ley, editor of the association magazine, 
was named assistant treasurer, a new 
post. Newly elected directors are: James 
Alesia, Indiana Petroleum Co., Bedford; 
Paul Baldwin, Maywood Oil Co., May- 
wood, and Ray Heinhold, Heinhold Oil, 
Valparaiso. 

e 
Jack Coughlin, 

Westland Oil Co., 

Minot, N. D., was 

elected _ president 

of the National Oil 

Marketers Assn. 

At 39, he’s an in- 

dependent market- 

er who “integrated 
backward” into re- 
fining and produc- 

tion (Coughlin, a 

foe of oil’s deple- 

tion allowance, pre- 
sented his case in NPN—May ’59 p87). 

New vice president of NOMA is Hugh 
P. Emerson, Aeroland Oil Co., Miami, 
Fla. Gerritt W. Veurink, Superior Oil Co., 
Muskegon, Mich., is secretary and Irving 
H. Weil, Weil Bros. Inc., Frederick, Md., 
treasurer. Paul E. Hadlick is counsel. 
Directors, in addition to the officers, are: 
Roy E. Artz, Lancaster, Pa.; Roy W. 


Coughlin 


Blair, Troy, Mo.; Jack Haire Jr., Peters- 
burg, Va.; Fred W. Herlihy, Orange- 
burg, S. C.; Ernest Peter, Cresco, Iowa; 
Charles R. Thebaut Jr., Jacksonville, Fla.; 
W. L. Tyndall, Mt. Joy, Pa.; Harry Wal- 
ler, Baltimore, Md.; Wm. Earle White, 
Petersburg, Va., and Mrs. Milton B. 
Whiting, Clifton Forge, Va. 


H. F. Tom- 
fohrde, manager of 
transportation and 
supply for Tide- 
water Oil Co.'s 
Eastern _ division, 
was named trans- 
portation manager 
for the entire com- 
pany with head- 
quarters in Los 
Angeles. He joined 
Tidewater in 1929 
as a refinery engi- 
neer, became assistant to the manufac- 
turing vice president in 1950, assistant 
to the division general manager in 1954, 
and Eastern division lubricants supply 
manager in 1956. He was named to his 
most recent post in June, 1957. 

Tidewater also announces that William 
S. Koester was named division sales pro- 
motion supervisor; Samuel J. Colyer is 
now area sales supervisor in Phoenix, 
Ariz., and Paul L. Rademacher, area 
sales supervisor in San Diego. 


Tomfohrde 





The AMALIE line of Pennsy!l- 
vania Oils and Lubricants is 
a high-quality line a 


complete line . a profitable 


Like The Washington Water Power 
Company, KIM HOTSTART 
engine preheaters will keep your 
equipment ready to go when the 
temperature is low. KIM Hotstarts 
plug into electric circuit when 
trucks are idle, draw off cold water, 
heat it, and circulate it back through 
the engine. High corrosion resist- 
ance. Fits gas or diesel engines. See 
your automotive supplier or write 
(oo ud.s 3 


prestige line. Made by exclu- 
sive AMALIE processes that 
give the greatest lubrication 
services of any Pennsylvania 
oil line. A product and pack- 
age for every car, truck, farm, 
off-the-highway and marine 


Better 


Sells 
Better 


lubricating need. Nationally 
advertised. Backed by strong, 
sales-making merchandising 
assistance. Sold through dis 
tributors only. Send coupon 
for profit-making proposition 


AMALIE DIVISION, L. Sonneborn Sons, tnc., Franklin, Pennsylvania 
Please send me full details on Name 
your valuable AMALIE franchise Address 

City Zone State 


KIM HOTSTART MFG. COMPANY 
West 917 Broadway Avenue Spokane 1, Washington 
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Russell B. Brown is retiring as general 
counsel of the Independent Petroleum 
Assn. of America at the end of the year. 
In his honor, the IPAA decided to drop 
the title general counsel. Therefore, L. 
Dan Jones, formerly associate counsel, 
becomes counsel, not general counsel. 

° 

Otis Ellis, NOJC general counsel, re- 
ports that service at retail stations in 
France is better than in the U.S. He 
spent three weeks there in early autumn, 
visiting marketing installations through- 
out France, escorted by Gallic marketers 
who had visited the U.S. three years ago. 

* 


Charles H. Porch was named to the 
new position of manager of marketing 
divisions by Signal Oil & Gas Co. 

. 


Jack Tighe, former manager of the 
Detroit Tigers, was named manager of 
Naph-Sol Refining Co.’s service-station 
division with offices in Muskegon, Mich. 
Tighe joined Naph-Sol last January as 
public relations manager. 

6 


H. D. Burns of 

Burns and Burns, 

Meridian, takes 

over as_ president 

of the Mississipi 

Oil Jobbers Assn. 

on Jan. 1. He was 

vice president last 

year and is being 

succeeded by H. S. 

Williford of Pen- 

dergraft & Willi- 

ford Inc., Jackson. 

Brown Williams, 

Brown Williams Oil Co., Philadelphia, 
Miss., is secretary-treasurer. New direc- 
tors are: J. B. Brewer, Amoco, Corinth; 
W. P. Manscoe, Manscoe Oil Co., Gren- 
ada; J. E. Pond, Wells & Pond, Green- 
wood; Don S. Miller, Vicksburg; L. J. 
Fruge, Fruge Oil Co., Meridian; Paul 
Daly, Daly Oil Co., also Meridian; Lee 
W. White, Poplarville, and Homer Den- 
ham, Blue Lightning Service Co., Laurel. 

© 


Eugene de Penaloza, new president of 
the National Assn. of Oil Equipment Job- 
bers, is a Shell alumnus. He joined Shell’s 
aviation department in St. Louis in 1924. 
He once made a survey to locate fuel 
dumps in Central America for Pan Am 
Airways. 

Later he became manager of Shell sta- 
tions in St. Louis and city manager at 
Miami. After a whirl at the investment 
business and a wartime job as priorities 
coordinator for Curtiss Wright, he 
launched the General Equipment Co. in 
St. Louis. 

Penaloza recalls that he and his asso- 
ciates spent their days soliciting orders 
and their nights making shipments from 
stock stored in the basement of his moth- 
er’s house in St. Louis. He soon saw that 
the function of an equipment distributor 
is to provide local sales, service, inven- 
tory and engineering. Today that’s be- 
come a settled principle. 


Browder: Life-long oil marketer 


E. C. BROWDER, new president of 
the Tennessee Oil Men’s Assn., started 
working in a service station back in 
1929, and he’s been in oil marketing 
ever since. 

The next year he joined the whole- 
sale department of Sinclair Refining 
Co. in Harriman, Tenn., and spent six 
years with them. Then he and his two 


brothers, J. H. and Rhea, formed a | 
partnership and introduced Shell | 
products to the Harriman area. They | 


did 10,000 gal. the first month, now 
they do 1-million gal. a month (com- 
bined gasoline and light oils). 

In 1952 they changed from a part- 


nership to a corporation, and E. C. | 


became president of Harriman Oil 
Co. He’s also president of a corpora- 
tion they set up after the war when 
they branched out into other business- 
es. Now they have two Ford dealer- 
ships, one in Harriman and one in 
Rockwood; the Harriman Hotel in 
Harriman; Kingston Printing Co. (a 
county weekly newspaper), and the 


Peggy Ann Truck Stop, on U. S. | 


Highway 27 and 70 in Rockwood. 


Active in religious affairs, Browder | 


is on the official board of the Harri- 
man Methodist Church. He is also a 
member of the Elks Lodge and the 
Business and Professional Mens Club 
of Harriman, and belongs to the 
Emory Golf and Country Club. 

Browder and his wife Wilma have 
one daughter, 19 years old. She’s 
now at Randolph Macon Womens 
College in Lynchburg, Va. 


Other new TOMA officers are: | 


John Henderson, Cities Service job- 
ber, Morristown, East Tennessee vice 
president, and J. C. Brooks, Shell job- 
ber, Milan, West Tennessee vice pres- 
ident, Directors at large are: Mack 


Seagraves, Phillips jobber, Knoxville; | 
Roger Brown, Shell jobber, Columbia, | 


and Hal Glasgow, Lion jobber, Mem- 
phis. Carlyle Jennings, Murfreesboro, 
continues his term as vice president 
for the Middle Tennessee district. 


(To obtain more data on auvertised products see page 142) 














MULTIPLE SALES 
COME NATURALLY 
WITH 


ag" 


Las-Stik has all the products 
needed for all-round car clean-up 


CAR & 
HOME CLOTHS 


for all car fin- 
ishes including 
synthetics, Fine 
for furniture, too. 


WHITE TIRE 
CLEANER 


in aerosol and 
regular cans. 


in aerosol 
TAR REMOVER cans, 


TAR REMOVER 


for all car 
finishes. 


WINDSHIELD 
WASHER 
ANTI-FREEZE 


and Solvent... 
in 16 oz. cans. 
Positive protec- 
tion to 10 below. 


WASH & 
DUSTING 
MITTS 
WINDSHIELD Chenille, 
WASHER : + ae 
ts ; 
SOLVENT P ; Fite “ 


for year-round use. 


OTHER LAS-STIK SALESMAKERS 
Car Wash Concentrate Bug Cloth 
Shoo-Fog Cloth 


All products furnished also in large containers 
for garage and service station use. 


Order From Your Jobber Today 


THE LAS-STIK MFG. CO. 


HAMILTON, OHIO 
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Rotary Lift Co. manufactures 
100,00O0th auto lift 


The 100,000th Rotary Auto Lift came off the assembly 
line in October. It was installed and put into service 
immediately, as shown in the pictures here, at Schmidt’s 
Texaco Service, Evansville, Ind. 
Lift No: 100,000 is a Rotary Model FP-45 “Swinging 
Arm”’ type, today’s most efficient lift for general auto- 
motive service. 
IT IS VASTLY DIFFERENT in appearance from the 
first hydraulic lift to appear on the automotive scene. 
That lift, installed in 1924, also was a product of Rotary, 
originator of the hydraulic lift for automotive service. 
In the intervening 35 years, and in the production of 
100,000 units, Rotary has contributed many major im- 
provements to lift design and operation. 
Today’s Rotary Lifts are built in a modern plant at : 
Madison, Ind., and used throughout the world. Their = vepaasmrry is the word for Rotary Lift No. 100,000. It 
efficiency and economy have been proved in all climates handles this 1924 Model “T” Ford, built the year the first 
and under all operating conditions. Whatever type of Rotary Auto Lift was produced, as easily as it does the modern 
lift you require, contact Rotary, the original manufacturer car shown in large photo. 


of hydraulic auto lifts . . . and still the leader. 
LIFT NO. 100,000 was installed with appropriate ceremony in 
an Evansville, Ind., Texaco station. Here Hugh Allan (left) 
president of Rotary Lift Co., presents a commemorative cer- 
tificate to A.G. Poe, Evansville District Manager for Texaco, Inc. 


tary, bs oe 


ROTARY LIFT COMPANY 
Division of Dover Corporation 
World's most experienced manufacturer of auto lifts 
Memphis, Tenn.—Chatham, Ontario 


200?**% Oldest Rotary Lift 
Contest. Big Prizes! 
Watch for 


announcement. 





Coming Meetings 


DECEMBER 


Interstate Oil Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotel, St. Louis, Dec. 7-8. 


Society of Automotive Engineers, Shera- 
ton-Cadillac & Statler Hotels, Detroit, Dec. 
11-15. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Dec. 20. 


JANUARY 1960 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15, 


>South Carolina Oil Jobbers Assn., annual 
meeting, Hotel Columbia, Columbia, Jan. 14. 


Arkansas LP-Gas Assn., semi-annual meet- 
ing, Hotel Arlington, Hot Springs, Jan. 17-18. 


Kansas Oil Men’s Assn., annual conven- 
tion, Broadview Hotel, Wichita, Jan. 17-19. 


Kentucky Petroleum Marketers  Assn., 
34th annual convention, Brown Hotel, Louis- 
ville, Jan. 18-20. 


Northwest Petroleum Assn., annual meet- 
ing and trade show, Nicollet Hotel, Minne- 
apolis, Jan. 20-21. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 20. 


Michigan Petroleum Assn., management 
institute, Michigan State University, Lansing, 
(date unavailable at publication). 


FEBRUARY 


Missouri Petroleum Assn., annual meeting 
and trade show, Chase Hotel, St. Louis, Feb. 
1-3. 


Intermountain Oil Jobbers Assn., Tropicana 
Hotel, Las Vegas, Feb. 3-5. 


Iowa Independent Oil Jobbers Assn., an- 
nual convention, Ft. Des Moines Hotel, Des 
Moines, Feb. 16-17. 


Nebraska Petroleum Marketers Assn., man- 
agement institute, University of Nebraska, 
Lincoln, Feb. 16-18. 


Wisconsin Petroleum Assn., annual meeting 


and trade show, Schroeder Hotel, Milwaukee, 
Feb. 24-25. 


API, Marketing Division, lubrication com- 
mittee meeting, Sheraton-Cadillac Hotel, De- 
troit, Feb. 25-26. 


MARCH 


Kentucky Petroleum Marketers Assn., 5th 
management institute, Brown Hotel, Louis- 
ville, Mar. 14-17. 


Society of Automotive Engineers, na- 
tional automotive meeting, Sheraton-Cadil- 
lac Hotel, Detroit, Mar. 15-17. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 
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Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar, 23-24. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Mar. 23. 


Western Petroleum Refiners Assn., 48th 
annual meeting, Hilton Hotel, San An- 
tonio, Mar. 28-30. 


APRIL 


API, Transportation Division, highway con- 
ference, Shamrock-Hilton Hotel, Houston, 
ton, Apr. 4-6. 


Oil-Heat Institute of America, annual con- 
vention and trade show, Park Sheraton 
Hotel and The Coliseum, New York City, 
Apr. 4-7. 


23rd National Oil Heat & Air Conditioning 
———* The Coliseum, New York City, 
pr. 4-7. 


North Carolina Oil Jobbers Assn., manage- 
ment institute, University of North Carolina, 
Chapel Hill, Apr. 18-22 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Netherland- 
Hilton Hotel, Cincinnati, April. 19-20. 


Michigan Petroleum Assn., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 


National Petroleum Assn., Hotel Traymore, 
Atlantic City, Apr. 20-22. 


Empire State Petroleum Assn., convention 
and cruise aboard Queen of Bermuda from 
New York City to Bermuda, Apr. 23-29. 


Independent Petroleum Assn. of America, 
mid-year meeting, Denver Hilton Hotel, Den- 
ver, Apr. 24-26. 


Indiana Independent Petroleum Assn., man- 
agement institute, Indiana University, Bloom- 
ington, (date unavailable at publication). 


Iowa Independent Oil Jobbers Assn., man- 
agement institute, State University of Iowa, 
Central Iowa City, (date unavailable at pub- 
lication). 


MAY 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, May 1-4. 


Tennessee Oil Men’s Assn., spring con- 
vention, Claridge Hotel, Memphis May 1-3. 


Louisiana Oil Marketers Assn., annual con- 
vention, Roosevelt Hotel, New Orleans, 
May 6-8. 


Georgia Oil Jobbers Assn., North Carolina 
Oil Jobbers Assn., and South Carolina Oil 
Jobbers Assn., annual meeting and cruise 
aboard MS Italia from Charleston, S. C. to 
Bermuda, May 7-13. 


National Tank Truck Carriers, 12th an- 
nual convention, Mark Hopkins Hotel, San 
Francisco, May 9-11. 


Pennsylvania Petroleum Assn., Hotel Bed- 
ford Springs, Bedford, May 9-11. 


National Oil Jobbers Council, Statler Hotel, 
Washington, D. C., May 15-18. 


> First listing. 











WHY DO 
OIL MARKETERS 
READ NPN*? 








BECAUSE IT’S FULL 
OF USEFUL MONEY- 
MAKING |DEAS/ 


* National 
Petroleum 
News 7he magazine for 


oil marketing-management 





(To obtain more data on advertised products see page 142) 








casio SEARCHLIGHT SECTION poveansinc 


EMPLOYMENT. e BUSINESS 


DISPLAYED RATE 


The advertising rate we $17.75 per inch for 
all advertising a ring on other than a 
contract basis. Contract rates quoted on 
request. 


EMPLOYMENT OPPORTUNITIES ~— $27.00 per 
inch subject to agency commission, 


OPPORTUNITIES 


INFORMATION: 
DISCOUNT OF 10% if full payment is made 


in advance for four consecutive insertions of 
undisplayed ads (not including proposals). 


An ADVERTISING INCH is measured 7% inch 
vertically on one column, 3 columns—30 inches 
—to a page. 


” EM UiPMENT—USED or RESALE 


UNDISPLAYED RATE 
(Not available for Equipment Advertising) 

$1.80 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 rege words as a 
line. (See 1 on Box Numbers. 

POSITION WANTED undiegle ed rate is one 
half of above rate, payable in advance. 
BOX NUMBERS count one additional line. 


Send New ADS or Inquiries to Class, Adv. of National Petroleum News, P. O. Box 12, New York 36, N. Y., For January Issue Closing Dec. 10th. 








Profitable Areas Open for Distributors 


The Complete 
Gilsen Line 
of 


Hand Operated 
TRANSFER 
PUMPS 


Quart Stroke 
One Gal. Stroke 
Rotary Pumps 
Tank or Pedestal 
Mounting 


The GILSEN Line 


Write Today to 


Tie GILSEN COMPANY, Vac. 
3200 West 22nd Street - Erie, Pa. 





MECHANICAL ENGINEER 


With Hydraulic Background 


For design of valves and special fittings 
for liquid handling in petroleum industry. 
Ideal opportunity to apply complete en- 
gineering background and to grow with a 
progressive manufacturer who is a leader 
in the field. Northern New Jersey area. 


P-3101—NATIONAL PETROLEUM NEWS 
Class. Adv. Div., P.O. BOX 12, LY. 36, N.Y. 








FOR SALE 


Because of Merger: 

1946 Dodge; 1,000 galion capacity, 3 com- 
partments, Smith Ticket Printer, (will take 
Brodie also) Electric Reel. Fully equipped, 
$950.00 


1946 Brockway; 2,200 gallon, motor over- 
hauled, 1100 x 22 tires Smith Ticket Printer 
(will take Brodie also) 4 compartments power 
reel cabinets, drop hoses. Fully equipped, 
$2,750.00 


Call Reinhardt Oil Corporation, 
Oneonta, New York, 
GEneral 2-6633, collect. 








WANTED: USED GREASE MAKING KITTLE 


2000 TO 4000 POUND CAPACITY OR OTHER EQUIPMENT 
TO MAKE SODIUM WHEEL BEARING GREASE AND FILL 
ONE POUND CANS. 
W-3102 NATIONAL PETROLEUM NEWS 
520 N. MICHIGAN AVE., CHICAGO 11, ILL. 








ADDRE: SS BOX NO. RE PLIES. TO: 
Classified Adv. Div. of this publication. 
Sone to office nearest you 
NEW YORK 36: P. O. BOX 12 
wi 7 AGO 11: 520 N. Michigan Ave. 
AN FRANCISCO 4: 68 Post St. 


Box No. 


SELLING OPPORTUNITY AVAILABLE 
Outstanding " Opportunity 
experience necessary—calling on service stations 
and commercial accounts in the Springfield, 
Massachusetts area. Many benefits. For inter- 
view,, write W. N. Horwitz, Crown Petroleum 
Company, P.O. Box 178, Hartford, Connecticut. 


BUSINESS OPPORTUNITI ES 


For > Salesman—some 








Bulk Oil Plants, Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


For ‘Sale in Oklahomo—Oil Com 2ounding Blend- 
ing Plant with land, plant facilities, machinery 
and equipment. Ideal location, two railroads, two 
freight lines. Three well advertised trade-mark 
brands of oil and an established brand of per- 
manent anti-freeze. BO-9059, National Petroleum 
News. 

Established major ond independent private brand 
jobbership for sale. Volume exceeds 1,000,000. 
Central Oklahoma. 15 owned or leased stations. 
Excellent earnings. Terrific potential. $85,000 in- 
cludes 2 truck LPG operation. Poor health. BO- 
2394, National Petroleum News. 


FOR SALE 





Complete auto fluid blending and packaging 
plant. Like new, with a capacity of 80 cases per 
hour. Will sacrifice for $7,500. Salyer Refining 
Co., Oklahoma City. Oklahoma, P.O. Box 6115. 





WANTED 


Aevting within reason that is wanted in 
the field served by National Petroleum News 
can be quickly located through bringing it 
to the attention of thousands of men whose 
interest is assured because this is the busi- 
ness paper they read. 





Put Yourself in the Other Fellow's Place 





= 














PROFESSIONAL 
SERVICES 














PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 








Your Inquiries to Advertisers 
Will Have Special Value... 
you—the advertiser — and 
if you mention this 


— for 
the publisher, 
publication. Advertisers value highly 
this evidence of the publication you 
read. Satisfied advertisers enable the 
publishers to secure more advertisers 
and—more advertisers mean more 
information on more products or bet- 


ter service — more value —to YOU. 














LEGAL NOTICE 


ACT OF Poy hg 





STATEMENT py BY 
24, 1912. AS AMENDED 
3, 1933. AND JULY 2, 19 
States Code, Section 233) SHOWING THE 
iN AGEMENT, AND 


Cc TION 
NATIONAL PETROLEUM ay published monthly at 
Philadelphia, Pa. for October 1 59. 

1. The names and addresses of the publisher, editor, 
managing editor and business managers: Published by 
McGraw- “Hill Publishing ag 7 f Inc,, 330 West 42nd 
Ss Y . Nz ; Editor, Frank Breese, 330 


5 : iow Y : 
meee, William Bland, 330 West 42nd’ Street, 





TO EMPLOYERS -T0 EMPLOYEES 


Letters written offering Employment or applying 
for same are written with the hope of satisfying a 
current need. An answer, regardless of whether 
it is favorable or not, is usually expected. 





Mr. Employer, won't you remove the mystery 
about the status of an employee’s application by 
acknowledging all applicants and not just the 
promising candidates 


Mr. Employee you, too, can help by acknowledging 
applications and job offers. This would encourage 
more companies to answer position wanted ads in 
this section. 


We make this suggestion in a spirit of helpful 
cooperation between employers and employees. 


This section will be the more useful to all as a 
result of this consideration. 


Classified Advertising Division 


McGRAW-HILL PUBLISHING CO., INC. 
330 West 42nd St., New York 36, N. Y. 
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New ork 36, 

2. The owner ris McGraw-Hill Peet Company, Inc., 
330 West 42nd St.. New Yor N.Y. Stock 
holding 1% or more of stoc . 2 
Willard T, Chevalier, Trustees under Indenture of Trust 
m/b James H. McGraw, dated 1/14/21 as modified; Don- 
ald C. McGraw & Harold W. McGraw, Trustees Under an 
Indenture of Trust m/b James H. McGraw, dated 7/1/37 
as amended; Donald C. McGraw, individually; (all of 330 
West 42nd St., New York 36, N.Y.), Mildred W, McGraw, 
Madison, New Jersey; Grace W. 536 Arenas St., 
LaJolla, Calif.; Affiliated Fund, Inc., 63 Wall St., New 

-Y.; Genoy P.0. Box ei. Church St. 
, ¢/o Welling- 


e known bondholders, mortgagees, and other secruity 
holders owning or holding 1 per cent or more of total 
amount of bonds, mortgages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases where the stock 
holder or security holder appears upon the books of the 
company as trustees or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee is 
acting; also the statements in the two paragraphs show the 


not appear upon the 
as trustees, hold my > A and ‘securities in a capacity 
than that of a bona 
McGRAW-HILL “PUBLISHING COMPANY, INC. 


e, Secretary 
Sworn to and subscribed before me this 10th day of 
Seprember. 1959. 


ANET A. HARTWICK 
(My commission expires March 30, 1961) 
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bottom of the barrel 


e Noel, Noel. A Munising, Mich., station sports a curb 
sign reading “Last chance to fill up until Christmas.” 
You guessed it. Christmas, Mich., is the next town. 


e Careless, Hell. Not everyone takes the food chain 
invasion of oil marketing seriously. Snipes Food Engi- 
neering, McGraw-Hill food industry publication: “Plans 
for supermarkets to open filling stations are disturbing. 
What with a prevalence of careless service-station em- 
ployees, the motorist is liable to get his crankcase filled 
with salad oil.” 

Might not be a bad idea. Last brand of salad oil we 
tried tasted like 1OW-30. 


e Traffic Direction. Pencilled sign over gaping construc- 
tion hole on New York street: “Most direct route to 
Idlewild Airport.” 


e Not for the Nearsighted. Myopic customers pulling 
into the driveway above wind up with a bucket of balls, 
not Crest or No-Nox. The dead-ringer for Gulf Oil’s 
orange disc sign is on Highway 29, a few miles north 
of Charlotte, N. C. 
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“Yes, but when the manufacturer said 4,000 miles, he 
meant 4,000 miles under ideal conditions.” 











e Woman’s World. When an engineer tries to feel the 
public pulse, he runs into unexpected problems. An 
operations man in one of the major companies asked 
his wife what she thought of colored hose for service 
station pumps. The good lady’s response: “What color 
do they use now?” 


e Confusion Down Under. First an elephant walked up 
to a Sydney, Australia, service station and tried to get 
a drink of water from a closed tap. Annoyed and thirsty, 
it ambled over to a lift and knocked a car off. That 
was last spring. Then this summer, a Shell Australia 
dealer found a brand-new 1929 Ford standing at his 
pumps, fragments of wrapping paper still stuck to it. 
Seems the 72-year-old owner had bought three when 
the °29s first came out, had just unpacked the last one 
the day before. 


“Damn! Old Cal really moves with those arrows in him!” 
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This hose is flexible, easy to handle 
even in cold weather 


SPECIAL KIND of rubber used in 
this B.E. Goodrich fuel oil hose 
makes it flexible and easy to handle 
even in sub-zero temperatures. The hose 
speeds deliveries by keeping a full, 
unobstructed flow of oil moving from 
truck to tank. It handles easily, reels 
readily, saves many minutes each day. 
Because of its strong braided con- 
struction, B.F.Goodrich hose always 
keeps its full round shape. It can’t 
flatten or collapse on the reel to choke 


off the flow or slow it down. There’s 
no reinforcing wire to take a perma- 
nent kink. 

The tube of this hose is completely 
oilproof. It won’t swell to reduce the 
inner diameter of hose, or flake off 
into the stream of oil. The cover is 
built for rough use—thick and tough 
so the hose can be dragged across 
rough curbs, sidewalks and driveways 
without harm. It can lay in gasoline, 
oil or grease without damage. And 


there’s no danger of sunlight causing 
it to crack or check. Either one-time 
Permalock or reattachable Type 66 
couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you 
more about Type 83 fuel oil hose—an 
improved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. B.F.Goodrich Indus- 
trial Products Company, Dept. M-752, 
Akron 18, Ohio. 


BE Goodrich fuel oil hose 
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NOW — without extra cost — you get this 


MIRACLE 


in every 


TOKHEIM PUMP 





Imagine a meter on a service station pump, in which all 
the vital parts are of rugged stainless steel, or other non- 
corrosive materials; a meter that is accurate at amy pressure 
or any rate of delivery; a meter that will measure 5,000,000 
gallons or more, accurately, with minimum adjustment. In 
short, a meter that is trouble and maintenance-free, measur- 
ing any kind of gasoline used today. 

This is the new Tokheim MIRACLE METER, a vertical 
piston, positive displacement unit that is now standard on 
all Tokheim island pumps and dispensers. Although built 
of more costly parts and materials, you get MIRACLE 
METER without extra cost. 

Here is another example of Tokheim leadership — giving 
the buyer more for his money in every pump he buys. Call 
your Tokheim representative today! Ask for a demonstra- 
tion of the new Interceptor and Vanguard pumps with the 
MIRACLE METER. Write for bulletin. 


DREAM PUMPS FOR THE JET AGE 


ToKHEIM Sr... TOKHEIM CORPORATION 
OKHEIM 7 DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
GASOLINE PUMPS 


FORT WAYNE, INDIANA 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 





...like having your own CPA 
at every transfer point 


Get a printed ticket for every c~ “S" loading rack 


and line meter 


transaction—from line to bulk 
plant and to the customer 


A. O. Smith Meters are perfect auditors... 
give fuel oil dealers an unquestionable record 
of product received and loading rack through- 
put. On the route, printed meter tickets 
provide a quick and accurate means of billing. 

There’s a reliable A. O. Smith Meter for 


every use — “S” Meters for incoming lines and c 

loading rack, “T” Meters for service aboard Tiveush cml * 3 (all 

your fuel delivery trucks. , . 
If your operations are plagued by unex- A 0 Ss & ‘ ' 

plained losses, or if your accounting system 

needs streamlining, an A. O. Smith Meter Man © 


can help. Contact your nearest representative ae OR FOR AT ON 
eee. Smnith-E. <2. Division 


Factories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif; 
~ New York 17, N. Y.; Oakland 21, Calif.; Tulsa, Okla. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 


“T" truck meter 





